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Advertis er’s 


Annual 
Planning 


Number 


THE ORGAN 0 F BRITISH ADVERTISING 


WEEK AFTER WEEK! MONTH AFTER MONTH! YEAR AFTER YEAR! 
TIT-BITS IS BREAKING SALES AND ADVERTISEMENT RECORDS 


aT THE MOMENT ONLY £220 A PAGE | 5/6d a thousand) 


IF YOU REQUIRE SPECIFIC DATES FOR THE AUTUMN— = 
NOW 1S NOT TOO EARLY TO MAKE YOUR RESERVATIONS! 


Stuart Mander, Advertisement Director, George Newnes Ltd., Tower House, Southampton Street, London, W.C.2. Temple Bar 4365 (40 lines) 
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ADVERTISER’S WEEKLY 


‘A damaging 
attack’ 


Sir,—-Whilst C. L. Hallas was 
telling poster conference delegates 
what wonderful medicine adver- 
tising is for ailing industry, Mr. 
Attlee was addressing a miners’ 
rally in Northumberland and 
warning them of the awful effect 
of advertising on commercia] tele- 
Vision. 

A damaging attack on adver- 
using has been made, and Mr. 
Attlee’s statements will be be- 
lieved by large numbers of 
people. 

What effective action can the 
Advertising Association public 
relations committee take to 
remedy attacks of this nature? | 
hope that the same commitice 
will also act quickly on the report 
that a National Television Coun- 
cil has been formed to fight spon- 
sored TV because commercialisa- 
tion is “fraught with dangers to 
those spiritual and intellectual 
values which the B.B.C. have 
nobly striven to maintain.” 

Has no one told the Council 
that the B.B.C. would continue 
to maintain such values without 
interference, and that the viewer 
would be under no obligation to 
tune in to any commercial 
station? 

Douatas N. Pyecrort, D.A.A. 
5 Kingsbridge House, 

Maple Road, 
Anerley, S.E.20, 


Crusading for 


confidence 

Sin,—Who cares what Mr. 
Bevan and other critics say, or 
do not say, about advertising! 
lhree cheers for the critics; three 
cheers for advertising, and three 
particularly resounding cheers for 
Patrick Bacon, His letter in your 
issue of May 21 was a “shot in 
the arm” which, | trust, saved 


To The Editor.. 


countless hysterical advertising 
people from dismal suicide, 

The only defence that advertis- 
ing needs is from those who 
abuse it. The weakness of the ad- 
verusing profession is a human 
weakness, the purging of which 
should be our main objective 
always. And let those who would 
call for the defence of advertis- 
ing examine themselves very 
closely. They must know some- 
thing which would be better hid- 
den . . . such as the reason for 
the “Soap Battle.” Who would 
defend that? 

We do not need a “campaign to 
promote public confidence in ad- 
vertising.”” We need a “crusade.” 
Every creature on earth knows the 
value of advertising, even if it is 
unaware of its knowledge. Let 
all who have faith, and not merely 
profess it, show the world what 
we can do, by sheer enthusiasm, 
honesty and clean, clear thinking. 

L. W. RiGGs. 
Managing Director, 
Riggs Advertising Ltd. 


Posters which miss 


the mark overseas 

Sir,-It is not only on the 
Persian Gulf that British posters 
and window display material miss 
the mark, as was so interestingly 
reported by Shahe Guebanlian in 
your issue of May 28. The same 
mistakes are made in Baghdad, 
Beirut, Cairo and Khartoum. 

Nor is it alone in posters and 
showeard material that money is 
frequently wasted. It is not un- 
usual to see advertising in the 


IN THIS ISSUE— 
Copytaster on the Coronation 
“missing million”—page 588. 
NEXT WEEK: Survey of 
Greater London. 


Arabic press in which the only 
time the name of the product is 
mentioned is, in English, on the 
pack! What would be the pub- 
licity value of a press campaign 
in England for a branded loucoum 
where the only reference to the 
brand name was an Arabic hiero- 
glyph on the packing? Yet many 
exporters, and worse still, many 
importers, appear to believe that 
all Arabs know English or at least 
can read and pronounce Latin 
characters. 


Too often, it is apparent that 


the manufacturer has prepared 
blocks with English texts, sent 
them out to his agent or importer 
who has ordered his loca! Arabic 
paper to translate the text and 
publish. The expected advertising 
miracle does not happen. Too 
often posters which have proved 
effective in England are shipped 
out to the agent who, unless com- 
pelled by law, omits even to add 
an overpasted explanatory strip in 
Arabic but has them exhibited as 
cheaply as possible, and so they 
remain for months, faded, tattered 
eyesores which few can under- 
stand and no one admire. Cer- 
tainly they do not sell goods. 

Granted that locally produced 
posters for local understanding 
are usually crude and often hide- 
ous to our Western cyes, never- 
theless, they can be understood by 
the people they are intended to 
influence and even in matters of 
poster art tastes differ! 

Unfortunately, it is true to-day 
as it has been for the past 30 
years that the weakness of most 
British advertising in the Middle 
East can be summed up in a 
phrase “Too litth money too 
carelessly spent.” 

G. D. YOUNG. 

Managing Director, 
Overseas Publicity & Service 
Agency Ltd. 


Breakfast food 


packs under fire 


Sin,—-May 1, through the 
medium of your excellent paper, 
make an appeal to all manufac- 
turers of breakfast cereal foods 
please to consider the feelings as 
well as the appetites of their con- 
sumers when designing their con- 
tainers. 

At 7.30 on a Monday morning 
(or any other morning for that 
matter), I just Joathe being told 
that the substance | am eating has 
been “shot from guns”—or that it 
goes “snap, crackle pop”—or 
(take note you copywriters!) that 
it is the “crunchiest, munchiest, 
scrunchiest breakfast in the 
world.” Horrible!! Nor do 1 
want to know that the whole- 
wheat, rice, oats, chaff, bran or 
what you will, has been rolled, 
milled, grilled, flattened, fried, 
roasted or toasted by any wonder- 
ful process. I am interested in 
eating it, and could not care less 
how it is made, 

Can't we have a little design 
on these packages? Something 
that we could live with? 


JUNE 18, 1953 


of us are forced to gaze upon 
these packages morning after 
weary morning, at that hour when 
vitality (and receptivity) is at its 
proverbial lowest ebb. Can’t we 
please have something dignified, 
something typographically sooth- 
ing, something that when looked 
at for the hundredth morning in 
succession will not make us want 
to scream, and heave it at the 
nearest of our scrunching chil- 
dren. 

One or two makers of these 
foods (I must not mention names), 
seem to have gleaned a faint glim- 
mer of an idea that these be- 
scrolled archaic horrors, gar- 
nished as they are with copy- 
writer's wildest flights of fancy, 
may not be altogether appreci- 
ated, and their latest attempts at 
breakfast table decoration are a 
whole lot less offensive. 

W. V. Curtis. 
Managing Director, 
W. W. Curtis Ltd. 


The four old 
faithfuls 
Sin,—Most of those engaged 
in producing advertisements 
would like to check the results, 
and if F. Philip Vickers (June 11) 
knows a way of doing it, other 
than by using keyed direct mail 
advertisements, we should like to 

hear about it. 

Until then, most of us who are 
engaged in the craft or art of 
selling, will have to make do with 
those four old faithfuls, com- 
monsense, experience, judgment 
and intuition. 

By the way, what are these 
“what appear to be basic facts” 
which are either “unavailable or 
unused” referred to by your cor- 
respondent? 

S. W. BaRTRUM. 
48 Leinster Square, 
Bayswater. 
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The latest result of 


ZORRO 


Enterprise, Efficiency and Economy 


What a depressing sight that bombed building at 
the top of Villiers Street, Strand, until the clever 
Greys poster and BORO enterprise, originality and 
efficiency, combined to transform it into ‘ Strand 
Castle "a pleasing view for Her Majesty on her 
Royal Drive-——a topical tie-up for Greys-and a 
centre of attraction for the millions who pass. 


G. L. McLELLAN 


General Manager 


112 HIGH HOLBORN WC! 


Strang ? 
84 Strand Castle’ 
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These are the facts that make WOMAN'S 
WEEKLY the supreme advertising investment 
for any product for women or the home. 


Make sure of your space for the remainder 


of 1953 by booking now. 


LESS THAN 7 - PER PAGE 
PER 1,000 


CERTIFIED AVERAGE NET 
SALES OVER 1,800,000 


PROVED PULLING POWER 


100°, CONCENTRATED 
FEMININE APPEAL 


~ WOMANS W Pr = 


Gusures the success of any campaign % women 


A. W. BURNETT, Advertisement Director. THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, €£.C.4 * CENtral 8080 
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As critics of commercials lash out— 


‘Mirror’ names TV 
licence applicants 


In a leading article yesterday (Wednesday) the Daily Mirror 
asserted that the following newspapers and publishers have Lae ne 
applied for licences to operate commercial television stations: 
Daily Mirror, Daily Mail, Daily Express, Odhams (pub- 
lishers of the Daily Herald), News Chronicle, Manchester rr “ vale Th ~ a - ee 
Guardian, News of the World, Kemsley News (pub- ada. cuales “Sindee” dnioe 
lishers of the Sunday Times). Several of the pana ited Poster rales zine. L. tor: John Sime, joint man 
have opposed the introduction of competitive TV; the Mirror . >) oping renee. Guanine Senmeneeen: 
has supported it. Latest to apply to the Postmaster-General fomng up: om 


committee, Office Appliance and Busi- 
for a licence is Granada Theatres Ltd. 


ness Lqupment Trades Association; 
/ i Sir Miles; and W. J. Arris, Asso 

With the report of the Television Saturday, said that if there was Bagot pole ag Ba ciation president. See “Biggest-ever 
Advisory Committee likely to a lapse of taste on American authorities was raised during an display of office equipment,” p. 573. 
be presented to Parliament - ger it was irrelevant “0 “Any Questions,” session at the 
before the end of this month, the plan for commercial tele- ; iti ° 
Opposition critics of commer vision in the United Kingdom —— ie tena Westminster Press 
cia] television have been step- Inder the heading of the “Trojan H. Barrett said: “Rates imposed ll VY iti h 
ping up their attacks. Horse” The Times yesterday by tsect Councils ave gels to S¢ Nottingham 

C. R. Attlee, M.P., said at Bed (Wednesday) in its first leader spiral. Then we shall have to newspapers 
lington, Northumberland, on said: “Television is likely to consider putting our rates up.” 
Saturday, that if the Govern become one of the most power- An odvestics, §. Shider 
ment were going to hand over ful social influences of the next : » 08 ae wee 
television = private enterprise 50 vears. It should be as un- po cag gym ne decry: Nottingham Journal, Nottingham 
to satisfy a section of the thinkable to hand it over as it = wefan ts woth aiiie Evening News, and Football 
Conservative Partv. “we will would be to give advertisers a ailie wk tun Ge leneieel News to 1. Bailey Forman Ltd., 
have to alter all this when we decisive say in school] curri- oo eal Fn Sone in igleae who already own the Nottingham 
get into power.” ula ; ; pest 3 aggre dB pros ge Lvening 

sc : . ft “The Prime Minister and his a — ost, and Footba ost 
Shoving in ads. colleagues will have more sup- H. G._ Ellinger anticipated he terms of the sale safeguard 

Claiming that the “shoving in” of port than they probably realise that the new Local Rating Act the employment of all members 
advertisements in the U.S. tele if the, now have the statesman- might come into operation on of the staff and their pension 
vising of the Coronation had ship to declare that on second April 1, 1955. rights, it is announced H. V 
“disgusted all the best people thoughts they have decided * More news and pictures of the Ferguson, director and general 
in the United States,” he in that in Great Britain neither BPAA_ conference on pages manager of the Nottingham 
sisted that the same sort of sound broadcasting nor TV §70 and S71. See also Mainly Journal Limited, and R. Young, 
thing would inevitably happen snould be given as hostages to Personal, page 620 circulation Manager, are remain 
here. In order to sel] deodor fortune.” ing with Westminster Press 
ants and various things, pro- 
grammes would be reduced to 
the lowest common denomina- 
tor and become cheaper and 
more vulgar. 

Herbert Morrison, M.P.. at 
Durham, urged that broadcast- 
ing should remain under 
“responsible public authority.” 

Christopher Mayhew, M.P., in a 
pamphlet Dear Viewer, alleges: 
“The real instigators of the 
campaign for commercial TV 
are a tiny number of active 
and influential advertisers, ad- 
vertising agents, and radio 
manufacturing firms.” 

On the other hand. C. I. Orr 
Ewing, M.P., at Edgware on 
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Westminster Provincial Press 
Newspapers have disposed of the 
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ANNUAL CONFERENCE 


Development plan for outdoor 


industry proposed 


‘ORGANISE YOUR OWN ‘DEFENCE,’ 
GUINNESS CHIEF URGES 
DEVELOPMENT plan for the poster industry, similar to 
that prepared for the Advertising Association by Sir Miles 
Thomas, was advocated by W. E. Phillips, assistant managing 
director, Arthur Guinness, Son & Co., Ltd., when he proposed 
the toast of the British Poster Advertising Association at a 
dinner heid at the Palace Hotel on the last day of the Torquay 


conference last week. 

Mr. Phillips said much of the 
substance of the Miles ‘Thomas 
Report could apply also to the 
BPAA——"‘an organjsation — that 
can speak for the whole of bill 
posting, whether to Government, 
local authorities, or to the public 

Larger membership and sup 
port from advertisers; adequate 
funds for research and statistics 
employment of an information 
officer The object -confi 
dence in billposting.” 

Mr. Phillips spoke of the brew 
ing industry's relations with the 
Government ‘achieved by 
friendly collaboration and 


SOOT EES EE HEH ETOH HORE OEOEOe 


A message from the Queen's 
secretary was read during dinner. 
It said: “The Queen sends thanks 
to members of the British Poster 
Advertising Association for their 
loyal good wishes which Her 
Majesty much appreciates.” 


eee 


said: “I fell confident that the 
Poster Association can achieve a 
similar result in its negotiations 
with local authorities if the wil! 
to negotiate is to be found on 

both sides 
“The Outdoor Advertising In 
dustry Advisory Committee 
has done such sterling 
work for all connected with out 
door advertising. Here is a 
means of useful collaboration 
between all users of outdoor 
media. Here is a body which is 
responsible and is capable of 
speaking as a unit to local 
authorities and to the Ministry 
a body to which advertisers 


can properly lend their support, 
directly and indirectly, and it is 
important that they should do so 
There was a time when if a 
man’s personal property (whether 
it was land, buildings or hoard 
ings) was threatened by other 
interests then he had recourse to 
the Courts where the law pro 
vided impartial justice in accord 
ance with = established — rules 
Parliament in its wisdom has to 
day delegated much of its powers 
to Ministries who too often are 
judges and juries in their own 
case, and decision can be taken 
in matters affecting the property 
of other people without the pos 
sibility of appeal to the Courts 

“To resist this process one has 
vot either to be a very rich man 
or have a strongly organised in 
dustry The future of the out 
door advertising industry lies in 
its power to organise its own 
defenc €. 

“There are times when com 
promise and negotiation seem to 
vet one nowhere -when the res 
ponse is slow and insufficient. It 
is very easy then to become im 
patient, to forget that negotiation 
is Often a long and tedious tash. 
in which much has to be sacri 
ficed on both sides. But if you 
have patience, if you can show 
that you are ready to act in 
partnership to preserve local 
amenities, and to serve the com 
mercial needs of the country. 
then | am confident that you can 
not fail to establish poster adver 
tising in this country as an 
accepted part of our life.” 


Responding to the — toast, 


Ald. Sidney Brown, president of 


Association, said unfortun 
ately there was not complete co 
operation throughout the adver 


tising industry 

People in the poster industry 
were prepared to co-operate with 
others if others would co-operate 
with them 

[here was discipline in the 
BPAA: most members supported 
the council of the Association, 
and it was hoped that within the 
next year or so they would have 
100 per cent support instead of 
the 99 per cent they had now 

Responding to a toast to the 
guests (proposed by John Mills) 
Fred Elder, vice-president of the 
Outdoor Advertising Association 
of Australia, said he had been 
looking a posters in Britain. He 
did not think the industry here 
had much to worry about, it was 
doing a wonderful job 


* See Comment and Guest 
Column—page 582 
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Pye 
lfribute to the! 
poster 


I know of no medium in 
advertising which can rival 
the well designed, well dis- 
played poster. It gives us a 
permanence of display, the 
impact of size, the scope of 
design and the magic 
colour. It is only necessary 
to think of the great artists 
who have chosen poster de- 
signs as a medium for their 
art. 


I make no secret of the fact 
that poster advertising to my 
firm accounts for the biggest 
single advertising item in our 
budget. As a means of putting 
across a simple idea or a 
humorous situation I know of 
no rival to the poster. 

How else could we induce 
our customers to stand like 
Father William on their heads, 
puny men to lift enormous 
girders, farmers to carry their 
horses in their carts? 

W. E. Phillips, assistant 
managing director, Arthur 
Guinness, Son & Co., Ltd. 


POSTER AUDIENCE SURVEY 


OF LONDON? 


The possibility of a poster 
audience survey being carried out 
for London was questioned at 
business sessions. 

J. M. Beable wondered what it 
would cost and how large the 
sample would have to be 

Brian Copland, of London 
Press Exchange--who had ad 
dressed the conference on “The 
Poster Audience” said about 
2,500 families had been inter 
viewed for the London Travel 
Survey That would give an 
indication of the level of sample 
needed 

Such an undertaking would 
cost a lot of money. He could 
not give a figure, however, with 
out doing a proper costing. 

Questions were asked about 
the survey started by Outdoor 
Publicity and continued by Mills 
& Rockleys 

Asked whether the informants’ 
memories were reliable, Mr. Cop- 
land said that what was being 


At the pop table, Ll. to r 
B.P.A.A.), the Mavyoress, W E. 


Miss Margery Brown, the Mayor (Ald. P. T. 


Association), and Mrs. Fred Elder 


Read), Ald. §. Brown (president, 


Phillips, Mrs. John W. Mills, R. F. Hall (president, Master Sign Makers 


measured was opportunity to 
nouce Posters were not men- 
tioned to the informants at all; 
it was simply their movements 
about town that were being in- 
vestigated. Their memory was 
merely concerned with what, in 
the great majority of cases, was a 
remarkably regular pattern of 
movement 

Another question was: “If two 
posters are better than one, it is 
surely illogical to believe that 
there is any saturation point?” 

Mr. Copland said the term 
“saturation,” used in connection 
with the poster audience survey, 
referred only to coverage. Beyond 
that point one was buying repe- 
tition. 

“I see outdoor advertising as 
something that is spread—that 
hits you from all angles,” he 
said, 

Asked whether the findings of 
the survey (which dealt initially 
with Wigan and Luton) could be 
applied to other towns of similar 
size, Mr. Copland said that fur- 
ther research was being done to 
examine the reasons for the 
different results from different 
towns. It should be possible to 
find a common basis of com- 
parison. He did not think it 
would be necessary to survey the 
whole country 


Miniature golf for 
NABS 


A “free-for-all” golf competi- 
tion on the Palace Hotel minia- 
ture golf course was won by 
George Brewer and H. Wass, 
each with a score of 244. 

Arthur Newton won third prize 
with a score of 26. 

Ten guineas will go to N.A.BS 
as a result of the competition. 
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At the British Poster 
Mills, Mrs 


Advertising Association conterence at Lorquay, | 
Bull, Douglas Bull (David Allen, Gla 


Select Committee rejects 
Manchester Bill 


A House of Commons Select Committee last Thursday decided 
that the Preamble to the Manchester Corporation (Advertise- 


ments) Bill was “not proven”. 


Thus the Committee rejected 


the Bill sponsored by the outdoor advertising industry to end 
“dual control” in Manchester in relation to advertisements 
which projected over the public highway. 


The Bill had previously sur 
vived a similar Select Committee 
in the House of Lords, as well as 
a brief “second reading” in the 
House of Commons. 


Mr. Eric Blain, who repre 
sented the promoters (the British 
Poster Advertising Association, 


the Electrical Sign Manufacturers 
Association, the Master Sign 
Makers Association and the Solus 
Outdoor Advertising Association) 
said the sponsors complained that 
the powers under the Manchester 
local Acts nrovided dual and 
conflicting control with the Con 
trol of Advertisement Regula 
tions, which was a natjona| code 

The promoters did not suggest 
that Manchester was the only 
authority with local powers, but 
the Minister, so it was under 
stood, felt himself unable to take 
the action of repealing such local 
powers because there weve many 
authorities. -between 100 and 200 

who technically had these loca! 
powers, although many did not 
use them 


*No local grievance’ 


There was a certain feeling 
apparent that Manchester was 
saying, “Why pick on us?” The 


answer was two-fold. First, it was 
only in Manchester that all these 
causes for complaint arose, 
secondly, Manchester was by far 
the biggest in ponulation, and 
had the widest powers. 

On the subject of Manchester's 
charge for fees, Mr. Blain de 
clared that these were ultra vires; 
he agreed with Mr. Mitchison 
that if the local Act were 
repealed, it would, in law. make 
no reference to these charges 

After hearing evidence from 
F. F. Newlands, a director of 
Claudgeon Neon Lights Ltd. 
1 O. Campbell, secretary of 
Barnett Hutton Ltd.. F. W 
Allen, secretary of Pearce Signs 
Ltd.. S. C. Campbell, and H 
Mallatratt, secretary of th 
Outdoor Advertising  Industr 
Advisory Committee, Mr. Storey 
announced that the Committee 
did not wish to thear further 


arguments on the subject of the 
fees 

Geraid Thesiger, for Man 
chester Corporation, said that the 
promoters were stepping in where 
the Minister himself feared to 
tread. There was no local griev 
ance on this subject, but even if 
there were. this Bill was not the 
proper remedy for such a local 
grievance. Not one witness had 
been called from Manchester to 
say that they were being 
threatened oppressively, and 
people from outside Manchester 
had produced only two cases of 
complain: If the Corporation 
used its powers oppressively, there 
was alwavs the right of appeal to 
Quarter Sessions 

If this Bill were passed it would 
be introducing dual control in 
Manchester, one form of control 
for projections which did not 
carry advertisements, and another 
form of contro] for projections 
which did carry advertisements 

The Minister would never in 
troduce legislation which would 
introduce dual contro] for street 
projections, dependent on whether 
they carricd advertisements or 
not 


BRIGHTON 


\ pre-view of the contents of 
Outdoor Advertising—Its function 
In Modern Advertising & Mar 
keting, by R. Nelson and A. E 


Sykes. was held at the London 
Press Exchange on Monday 
Pages taken from the book 


which is to be published in early 
July, were displayed on walls 
along with enlargements of the 
illustrations. This exhibition will 
run at L.P.E. for at least a 
fortnight 

A feature of the exhibition that 
created much interest was the 
“Peep Show.” a device designed 
by B. D. Copland that enables 
posters to be examined experi 
mentally in a representation of 
their norma! surroundings and for 
the natural period of viewing 
This device has been found of 


to 
' yw); 2, Miss Shirley Edwards with Colin Edwards and ¢ 
(Sheffields, Birmingham) and A. A. Leopold (Leopold Lid.); 4, Charles Leathers (Partington’s), Mrs. Leathers 


‘AUDIENCE’ 


1, Mrs. Jack Brown, Jack B 


Rising status of 
posters 


That local authorities no long 
look upon outdoor advertising a 
an unnecessary evil is largely duc 
to the work of the Outdoor Ad 
vertising Industry Advisory Con 
mittee, it is claimed in a memo 
randum on the” origin and 
achievements of the committee 

[The memorandum states that 
the Committee will continue to 
do all it can to enhance the need 
for advertising in general and out 
door advertising in particular 
while at the same time fostering 
the good relations with the vari 
ous government departments and 
loca] authorities. But it empha 
sises that it cannot achieve its 
aims unless all who are engaged 
in and use the outdoor advertis 
ing business give it their active 
co-operation and financial sup 
port. 


Commons question 
on chlorophyll 
makers’ claims 


Asked in the Commons if she 
would arrange for an official inquiry 


into the claims of manufacturers of 
chlorophyll —similar to that held in 
the United States—-Miss Patricia 


Hornsby - Smith, Parliamentary 
Secretary to the Minister of Health 
said that the details forwarded from 
America did not indicate the 
nature of the inquiry there and 1 
was not possible to say whether 
anything similar would be appro 
priate or of value here 


precis 


great value both for research and 
for chent demonstration 

Extracts from the book have 
already been published exclu 
sively in ADVERTISER'S WEEKL) 
some months ago 

Describing the book as a prac 
tical textbook on the planning ot! 
a poster campaign. Major © 
Harrison, chairman, L.P.E., said 
it would be of value to advert). 
ing agents in any way connected 
with bill posting affairs 

He also declared that furtl 


researches would be ca { out 
mn representative areas ‘ 
cathedral cities, resort t nd 
that there was a strong |ik« rf 
that Brighton might b s! 


gated in the near future 
It was, Major Harrisor 
out, 25 years 


since 


sn (David Allen, Liverpool) 
ree 


/ 


ADVERTISER'S WEEKLY 


Mrs. John 


Brewer (Willing's), 3, Krank Mills 


Eccles (Willings) 


Advertisers in 
3-D) venture 


Shell have a full page three 
dimensional advertisement in 
this weck’'s Picture Post 
Kolyvnos have a similar ad 
booked for nent week, Both 
issues Of the magazine carry 


3-D pictures for, it is claimed, 
the first time in the genera! 
weekly magazine field 

Shell and Kolynos are believed 
to be the first advertisers in 
their respective fields to make 
use of this new technique 
Both accounts are handled by 
Colman, Prentis & Varley Ltd 


Display tie-up 


Ihe production of the ads. was 
the result of close-co-operation 
between Picture Post and 
C.P.V fhe magazine's photo 
grapher Car! Sutton took the 
pictures used in the advertise- 
ments. 

ree spectacles carried a slogan 
for Shell 

lo back their ad 
sending a mating shot to re 
tailers which states that the 
ad. will be studied by at least 
seven million Picture Post 
readers. 

It adds: “Only one thing morc 
is required to make this unique 
scheme work for you--a three 
dimensional display on your 
counter. And that ts just what 
you have in the Kolynos 
display-outer.’ 


Kolynos are 


PROBE IS”) LIKELY 


work on the subject had appeared 


Not until three years ago, how 
ever, had a technique been dis 
covered that would do for bill 
poster idvertising what the 


readership survey 
press advertising 

This technique, which surveyed 
the journeys made by a sample of 
the population, had now brought 
the reliable data as to poste: 
effectiveness much more into linc 
with that available in respect of 
the press 

At all events 


Harrison, | 


had done for 


declared Major 


was a certainty 
thout the validity of the prin 
ciples upon whih the technique 
was based Additional research 


would, of course. be needed and 
it was hoped that the bill poster 
nterests would co-operate 
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ADVERTISER'S WEEKLY 


‘Dubious products deter 


other advertisers’ 
ADVICE FOR RELIGIOUS WEEKLIES 


A 


WARNING that the presence of advertisements for dubious 
patent medicines deters other advertisers was given to 


the Religious Weekly Press Group on Friday by Dr. Mark 
Abrams, managing director, Research Services Ltd. 


Dr. Abrams said he had found 
im religious ne wspapers advertise 
ments for patent medicines for 
hemorrhoids, imsomnia 
pation, varicose veins, alcoholism 
and other complaints. Many re 
putable chemists would refuse to 
handle the products, and papers 
like the Daily Express, Daily 
Herald, and Datiy Mirror, not to 
mention The Times and the Man 
chester Guardian, would 
the advertisements. 

Recent surveys had shown that 
of an adult population of some 
37 million, only 15 per cent (or 
about 5} millions) went to church 
or chapel once a fortnight, And 
though this level was not to be 
ignored by even the most cynical 
space buyer, it was—judged by 
the standards of mass media 
not a very large figure compared 
with, say, that for the regular 
film goers, who accounted for 
about 40 or 45 per cent 

The religious press had retained 
its place as a medium for classi 
fied advertising, but the propor 
tion of this advertising that went 
to it was probably not as high as 
hefore the war 

The religious press had been 
considered a good medium for the 
small manufacturer, but even this 
type of advertising had largely 
disappeared with bad — effects 
upon the general appearance of 
the papers 

Commenting on the absence of 
“opinion forming.” or prestige, 
public relations, and information 
advertising, Dr Abrams — said 
that this was surprising because 
the readers of the religious press 
were quite often leaders in thei 
communities 

‘Is there any religious publica 
tion in this country which could 
say it had the same level of read 
ing content and intellectual calibre 

*Hlustrated’—Kodak 

oh ee ° 
exhibition tie-up 

Taken by Hlustrated 
graphers on Coronation Day, six 
selected colour transparencies have 
been exhibited all this week Cune 
12 June 19) in the” Kingsway, 
London, premises of Kodak Ltd 

Showcards bearing the actual 
colour reproductions in the souvenir 
issue of Illustrated were 
played in the exhibition 

The = transparencies 
cluded 4 shots by James Jarche, 
taken of the ceremony inside the 
Abbey, one by F. G. Malindine of 
the Queen leaving the Abbey and 
the sixth by Peter Keen of the fire 
work display on the South Bank 

The exhibition will later move on 
to the Regent Strect branch of 
Kodak Lid., and thence to impor. 
lant provingial centres, 


const 


reject 


photo 


also. dis 


selected = in- 


as is to be 
the Christian 
he challenged 

Dr. Abrams said the views he 
had expressed were his own and 
not necessarily those of his 
agency, London Press Exchange 


found every day in 
Science Monitor?’ 


Big publicity 
for rubber 


How nearly every medium of 
publicity is being used to encour- 
age the use of rubber in many 
fields road surfacing, the home, 
building, footwear, agriculture, 
railways, industry, and tyres—-is 
described in the annual report of 
the British Rubber Development 
Board 

Under the heading “Rubber in 
Industry” the Board 
production of 42 
with a 
copies; 


records the 
publications, 
distribution of 485,000 
5,582 screenings of the 
Board's films; participation in 19 
major exhibitions; and an infor 
mation service handling 102,000 
mquiries 

During the vear the Board 
operated two major advertising 
schemes and completed a small 
industrial scheme in South Africa 

fo encourage the use of latex 
foam ino upholstered furniture, 
advertisements were placed in 24 
newspapers and journals with a 
combined circulation of over 
+ million They included nine 
women's magazines, five dailies 
two hospital journals, two hote! 
journals, and four furniture pub 
lications, with a total of 112 inser 
tlons 


Members of the Display Producers and Screen Printers 


This “‘falling leaf’ display is being 

used by British Railways at York 

Station. The unit slowly rotates, re 

vealing 32 coloured photographs of 

the Queen from early childhood to 
the present day. 


Dry cleaners 
are urged to 
advertise 


When he addressed the London 
Centre of the Guild of Dyers and 
Cleaners last Thursday, George 
Langley, a director and founder 
of the big Canadian dry-cleaning 
firm of Langley’s Ltd... of 
foronto, expressed his surprise 
that British dry-cleaners adver- 
tised so little. 


‘Pretty weak effort’ 


“I do not see any cleaning ad 
vertising here,” he said. “If there 
is any it is a pretty weak effort 
I don’t know what your advertis 
ing costs here would be, but 
generally speaking the average in 
loronto would be 5 per cent of 
our sales, even more at times. 
That 1s a lot of money but we 
have a job to do and I suggest 
that 1s what you should do 
advertise.” 

In Toronto the newspapers had 
a special advertisement classifica 
tion for dyers and cleaners 


Association held a 


Coronation lunch (pictured here) at the Café Roval on Wednesday last week 


under the chairmanship of their president, H 


tshford Down. Later in the 


day, a party of over 60, including a large contingent of provincial members 


with their ladies, met for 
C vronation decorations by coach 


tea at Ford Hotel 
Dinner at the 


which they toured the 
Anchor Hotel, Shepperton, 


after 


concluded the day. 
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Examination 
exemptions 
agreement 


An agreement has been reached 
between the Advertising Associ- 
ation and the Institute of Incor- 
porated Practitioners in Advertis- 
ing by which, subject to certain 
conditions on the part of the 
Institute, candidates who have 
passed both the intermediate and 
final examinations of either body 
will be exempt from the inter- 
mediate examinations of the 
other. 

The Institute stipulates that 
possession of the Advertising 
Association diploma will be a 
specific ground for exemption 
from its intermediate examina- 
tions provided that the candidate 
ts at least 21 years of age and has 
the required experience with a 
recognised agency. 

Hitherto the D.A.A. has ranked 
for consideration when the Insti- 
tute Council has decided whether 
Or not to grant exemption from 
the intermediate, but has not 
meant automatic exemption, 

The agreement is regarded by 
the Advertising Association as 
“an important first step” towards 
implementing the recommenda- 
tions of the Miles Thomas Com 
mittee for closer educational 
liaison between the Association 
and the LLP.A The Institute 
describes it as “an important 
step in the right direction.” Both 
bodies consider that it will be of 
great value to students in plan 
ning their courses of study, and 
the Institute hopes that it will go 
some way to facilitate co-ordina- 
tron in tuition. 

The Institute’s Svilabus of 
Examinations for 1953, now avail 
abie from the Institute, include 
amendments consequent on the 
agreement, and some others of 
importance. 

Evidence is now demanded of 
a somewhat higher standard of 
general education for new candi 
dates applying to sit for the inter- 
mediate. 

Candidates for each examina- 
tion must now register before 
hand as students, and the viva 
voce examination has been made 
compulsory for all Final candi 
dates. Special arrangements for 
this will be made for those sitting 
at centres outside London. 


75th birthday 


The Queen's State Procession to 
the Mansion House provided the 
background to a cocktail party given 
by Smiths’ Advertising Agency Ltd., 
Flect Street, on Friday to celebrate 
the agency's 7Sth anniversary. 

Clients and their families, together 
with friends of the firm, had a fine 
view of the procession from the 
offices at the foot of Fleet Street 
Afterwards they joined in toasts 
to The Queen and to the agency. 

Smiths’ was founded in 1878 by 
the late Thomas Smith, grandfather 
of the present joint managing direc 
tor. The firm has occupied its pre- 
sent premises since 1900, 
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How to be a successful ad. man: 


Learn self-expression and 
read the trade press 


The possession of an advertis- 
ing divloma does not complete 
the training of any man or woman 
who wishes to make a mark in 
the business, John Rosswick, ad- 
vertisement manager, “Daily 
Herald,” told Liverpool Publicity 
Association. 

* Advertising,” 
cerned with the 


he said, “is con- 
reacuions of human 
beings, and no examination can im- 
plant in the heart and mind that 
sympathy and consideration and 
knowledge of what makes people 
‘tick’. It is this knowledge which is 
the basic essential for any man or 
woman who seeks to persuade other 
people to respond to suggestion, and 
this Knowledge can only be obtained 
by one who ts willing to study people 
as well as charts, books, techniques.” 

Mr. Rosswick listed these funda- 
mental requirements for the success- 
ful advertising man: 

ibility to express himself 

a good level of education; 

a year two of experience on 
the road as a commercial traveller; 

knowledge of the country, and 
particularly the big cities. 

The trainee should be 
said Mr. Rosswick 
the classics. He should go through 
two three leading general trade 
journals —such as *‘Drapers’ Record” 
which teemed with information 
about the sale of goods to women 
every week, 

Regular attendance at clubs pro- 
vided useful training, particularly in 
public speaking 


Oxford 


Coronation window 
contest: winners 


The Coronation Cup the chief 
award in the window display compe- 
tition organised by the Advertising 
Club of Oxford, was won by Cadena 
Cafes Lid., Oxford, and the Belsten 
Cup for the best window at Head- 
ington, Oxford, was won by the 
Southern Electricity Board’s display. 

Some of Oxford’s shops which 
did not enter for the competition 
had better displays than some of 
those which did, commented one of 
the judges The general standard 
of display, apart from three main 
Streets, was disappointing. 

Full list of winners: 

Things to eat and drink: Section 
1, First, Cadena Cafes; Second, 
wining Bros.: Third, Messrs. Cole- 
brooks Section 2, First, . Halfs 
Oxford Brewery: Second, Quelch 
(Cowley Road): Third, Jobs Dairies 
(Rose Hill) 

Things to wear: Section 1. First, 
Oxford Co-op (George Street foot- 
wear department); Second, Walters 
& Co Third, Messrs. Badcocks 
Section First, H. P. Tyler Ltd; 
Second, Oxford Co-op (Headington 
footwear department): Phird, 
Walters & Co. (boys department). 

Things to use: Section 1, First, 
Wyatt & Sons; Second. G. R 
Cooper Ltd Third, S. Biggs 
(Cowley Road) Section 2, First. 
Southern Electricity Board (Georg 
Street): Second, Southern Electri- 
city Board (Headington); Third 
Winifred Hellier. 


or 


well read, 
and not only in 


or 
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Women’s Club 
Miss Wenmoth 


. 
new president 
Miss M.S. Wenmoth (director, 
Griffiths Millingion Ltd.) has 
succeeded Mrs. M. Coglan as presi- 
dent of the Women’s Advertising 
Club of London. Miss S. Mawdesley 
(Condé N Publications Ltd.) 
the new v ce-president. 
Other officers are: hon. secretary 
Mrs. K. Howie 
(Saward, 
Baker & Co., 
Ltd.) hon. 
treasu rer, 
Miss V. A. B. 
Wright (S. H 
Wright & Co., 
Lid.) 
Mittce 
Coglan (Sales 
arch 
s Lid.) 
Olive 
Bird (National 
Mag 
Co., td. 
Miss Edmond- 
son (Crosse 
& Blackwell 
Lid.), Miss G. 
Thomas (Samson Clark & Co., Ltd.), 
Miss Olive Hirst (Sells Ltd.), Miss K. 
Murphy (Linguaphone Language 
Institute), Mrs. Spencer Phillips 
(Colman, Prentis & Varley Ltd.), 
Miss Gwen Ferguson (Wm. Hollins 
& Coe Ltd.), and Miss Doris 
Richardson (Norman Kark Publica- 
tions). 


. 
Is 


st 1s 


Miss M.S. Wenmoth 


Leeds 


Celebration trip 
to the Dales 


Some 48 members of the Publi- 
city Club of Leeds and their friends 
enjoyed 4a Coronation celebration 
on Friday evening, when a visit was 
paid by motor coach to the York- 
shire Dales. 

The party went to Kilnsey near 
Grassington where, after viewing 
the famous Crag, they had a ham 
and egy meal at the Tennant Arms. 

Stan! Gray, of The Yorkshire 
Post, a past-president of the Club, 
and Roderick C. Gallant, chairman, 
were among those present. 


Manchester 


They think of ads. 


i . . 
before circulation 
Frank Foxcroft, of South Pasa- 
dena. a member of the editorial staff 
of the Los Angeles Times, was the 
guest iker at a luncheon held by 
the Manchester Publicity Associa 
tion 

Mr. Foxcroft, who 
Manchester, where he 
the Daily Mail and 
gave his audience some impressions 

had gained of the Coronation 
é the surrounding ceremony after 

ibsence from the city of 36 years 

Los Angeles Times, he said. 

a minimum of 56 pages daily 
on came second to adver- 


78) 


was born in 
worked for 


Daily News 


reulat 
tising 


7 


3 


Club Newe 


Public speaking 
contest final 


Three teams, from Leeds, London 
and Birmingham, will  m« it 
Leicester on Saturday, June 27. for 
the finals of the National Ad 
ing Public Speaking Contest 

Venue will be the Litth 
Dover Street, Leicester, and th 
test will be held from 2.30 to 6 ; 
approximately, Tea will be proy 
by the Leicester Club. A big 
ence of cluh members from all over 
the country is hoped for. 

Finalists are: Publicity 
Leeds: Roy Seton, Frank 
Wally Diggle. Publicity 
London: Jack Hollindale 
Blundell, J. Fairley. Birmingham 
Publicity Association: W. G. Apple- 
yard, N. C. Pegg, R. Heath 


Th 


Club of 
Dutson, 
Club of 
Graham 


Bournemouth 
p nna mt dnatrten ra 


. 
New officers 
Members of 
ciuy Club 


Bournemouth Publi 
heard something the 
running of a London agency when 
W. Howlett, former chairman of 
Paul FE. Derrick Advertising Ltd., 
spoke on advertising and marketing 
in America and Europe. 

New officers of the Club a: 
F. F Courtney (chairman), M. 
Wilson (vice-chairman), L. Miller 
(secretary), S. Carey (treasurer), J. 
Elmes Beale is president and W. 
Howlett: vice-president 


ot 


London 


* . 

Murray Milne is a 
’ 
. . 

vice-president 
F. Murray Milne, director, F. J. 
Lyons Ltd.. has been elected a vic 
president of the Publicity Club. of 
London in recognition of his out- 
Standing services. He was chairman, 
1951-2, vice-chairman the year pre- 
viously, and presidcat, International 


Federation — of Publicity Clubs, 
1951-2. 
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ADVERTISER LINK 


Clubs conference 
president is 
Col. Batchelor 


Lt.-Col. Maurice W. Batchelor, 
chairman of Batchelors Peas 
Ltd., is to preside at the Clubs 
Conference to be held at Harro- 
gate, September 25-28. 

One of Britain's biggest 
national advertisers, Col. 
Batchel or . 
has for 
many 
years been 
preside nt 
of the 
Publicity 
Club sof 
Sheffield. 

Gavin 
Starey, 

Contfer- 

ence press 

of f i cer, 

Saryves 

“The pre- 

sidency of 

a leading 

national 

advertiser stresses the link which 

now exists between the club 

movement and users of advertis- 

ing. It answers the criticism 

sometimes made —quite wrongly 
that the clubs cater chiefly for 

suppliers of advertising: agents, 

newspapers, studios and the like. 

“In fact, most club activities 

education and vigilance, to 
mention only two of them —-are 
in the direct interests of the ad- 
vertiser, us well as of his sup- 
pliers. Such activities will 
receive considerable attention at 
Harrogate. It is expected that 
the programme will include at 
least one session entirely de- 
voted to the national advertiser's 
viewpoint.” 

More big names in advertising 
are expected to be announced 
shortly to fill other Conference 
offices including the chalrman- 
ships of sessions. 


Biggest-ever display of office 
equipment-British, too! 


Linking the exhibits at the 
British Efficiency Exhibition, 
Olympia, with Britain’, achieve 
ments in the air, the Everest 
climb and the Jaguar car triumph 
at Le Mans, Sir Miles Thomas. 
chairman, B.O.A.C., who opened 
the Exhibition on Tuesday 
claimed “We can mect and 
match and beat all conn 

He said the Exhibition 
ticularly appropriate after 
splendour of the Coronation 
cause it signposted the way 
resumption of our normal day 
day activities so that we could 
consolidate our lead in world 
affairs. In the last five the 
number of people em; d in 
the industry had than 
doubled, and it was now ond 
in size only to that of America 

ind America last ve vas its 
principal overseas custo ' An 
annual production of £4 I 


hon 
of office machinery was ged 


Phe equipment on display was, 
he said, designed to be the busi 
ness man’s servant and not his 
master, If Was not just “gadgetry.” 

Sir Miles was introduced by the 
Association's president, W. J 
Arris, who said that not merely 
was the Exhibition the largest 
display of business equipment 
that had ever been held anywhere. 
but the majority of the exhibits 
were British-—which was not the 
case before the war 


89 exhibitors 


With displays by 89 exhibitors, 
the Exhibition reveals a remark 
able range of new developments, 
in’ which electronics play a 
greatly increased role. One type 
writer types Chinese characters, 
picked up from a tray containing 
some 2,450 types The Exhibi- 
tion continues until! June 26. 
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Westminster Press appointments 


574 


Mrs. Campbell-Preston chairman: 
R. P. T. Gibson joint managing 


director with H. L. Howarth 


The board of Westminster Press Provincial Newspapers Ltd., has 
appointed as chairman in succession to J. B. Morrell, the Hon. 


Mrs. R. Campbell-Preston. 


Mrs. Campbell-Preston is Lord Cowdray’s twin sister. 


She has 


been a director of Westminster Press Provincial Newspapers Ltd., 
since 1945 and is an active member of the boards of 21 of the 
Westminste 


of them. 
R. P. T. Gibson has been ap 
pointed vice-chairman of West 


minster Press and he and H. L. 
Howarth are to be joint managing 
directors in succession to W. R 
Derwent, who retires on June W 

Mr. Gibson is at present editorial 
director of the Group and chairma: 
of several of the subsidiary com 
pames. He is also a director of S 
Pearson Industries Lid., controlling 
sharcholders of Westminster Pres 
He is a member of the newly formed 
Press Council. 

H. L. Howarth is at present a 
director and London manager of 
Westminster Press Provincial News 
papers Ltd. From 1948 to 1950 
he was chairman of the labour com 
mittee of the Newspaper Society and 
he is now chairman of the technical 
committee 

Both Mr Gibson and = Mr 
Howarth are old members of Mag 
dalen College, Oxford 

* * * 

Colin N. Mackinnon, 4 disccto: 
of The Scotsman Publications Lid 
has been elected a member of the 
board of the Press Association. H 
will serve on the finance committe: 

* + * 

Hugo C. R. Vogel has been ap 
pointed vice-president in charge of 
the New York office of Grant Ad 
vertising, Inc. He formerly directed 
the agency's international division 
After joining Grant in 1946, Mi 
Vogel was named manager of th 
London office and was assigned th 
job of expanding the agency's over 
seas operations. He was culled bact 
to the United States a year ago 

* * 

Three new young copywriters have 
joined Foote, Cone & Belding 
Barbara Arnott, from the advertis 
ing department of a Canadian 
retail organisation, Jim: Lewis, from 
the Robert Freeman Co and 
Daniel Nicholas, son of J. 2B 
Nicholas, from Harold F. Stanfield 
Lid., Montreal advertising agents 

* * * 

Victor Gordon-Lennox 4 9 i 
Robert Skelton have joined the J 
Walter Thompson company s public 
relations department. Mr. Gordon 
Lennox, who will be in charge of 
the department, was for many yeu 
a senior correspondent on the Dail, 
Mail, the Daily Telegraph and th 
Chicago Daily News. He has had 
five years in the United States, where 
for part of that time he was con 
ducting public relations for th 
British Informadsion Services in Los 
Angeles. Mr. Skelton has held « 


r Press subsidiary companies, and chairman of several 


series Of posts on the Daily Tele- 
graph, culminating in several years 
48 executive editor. He was subse 
quently editor of the News of the 
World 

* * * 

Leslie Gamage has been re-elected 
president of the Institute of Export 
for the eleventh time 

* * 

B. W. ©. Cooke, J. S. Hunter, 
and S. Newman have been appointed 
executive directors of Tothill Press 
Lid. Each has been associated with 
Tothill Press for a number of years 


In successSION 


it a “Life” 


advertising sales convention in New 


International Editions 


York. Lo tor: Kenneth McDonnell, 
European sales representative; Harry 
Maynard, New York advertising 
manager and Walter Graebner, 
FEurppean advertising director 
* 


* 

Gilbert Wild has joined the pub 
hieity department of the National 
Benzole Company Ltd. to deal with 
press advertising and printing. After 
war service he joned H. ( 
Longley Lid. as assistant production 
manager, and in 1947 moved to 

C. Pritchard, Wood & Partners 
Lid. in an executive capacity. He 
was advertising manager, H. P. I 
Neave Lid. and associate compames 
in 1948; branch manager, Ripley 
Preston & Co., Ltd., 1949; and 
account executive with John Haddon 


& Co., Lid., before joining Nationa! 
Benzole Company Ltd 
* 7 * 
Westminster Press Provincial 


Newspapers Ltd. announce _ that 
Leonard G. Putt has been appointed 
London manager of the Yorkshire 
Evening Press and Yorkshire Herald, 
following their recent purchase from 
Kemsley Newspapers. Mr. Putt has 
been at Kemsley House for 23 years, 
during which time he has worked on 
many papers in the Group, including 
the Sunday Chronicle and the 
Empire News 


A good product gets the right audience in 


All Bnquiries to Head af Advertisement Dept.. B.B.C. Publications, Broadcasting House, Portland Place. London W 1 


June 18, 1953 


Mrs. R. Campbell- 


Preston 


W. Mitchell, marketing director, 
Birds Eye Foods Ltd., who has been 
a member of the committee which 
has recently established an agreed 
system of standards and nomencla- 
ture throughout the quick-frozen 
foods trade, will be answering ques- 
tions on the B.B.C. Woman's Hour 
on Monday 

* * -_ 

Michael Liebert, former manager 
of Clarion Display (Pty) Ltd., silk 

reen printers of Cape Town, has 
oined Display Productions Ltd., of 
Holloway, as a representative. His 
English-born wife, who is. still in 
Cape Town, will join him shortly 

* * * 


After 16 years with F. Moody & 
Co., Ltd., poster and advertising 
contractors of Bath, for most of 
the time as manager, W. J. Thomas 
has retired. He is 74 years of age, 
and a bachelor. D. G. Warneck, 
i native of Tunbridge Wells, suc- 


ceeds Mr. Thomas as manager of 
Moody's 
* * * 


Sir Hartley and Lady Shawcross 
with N. S. O. Mendis, dey uty chair- 
man of the Times of Ceylon Ltd.. 
whose board of directors held a re 
ception at Claridges Hotel, Mayfair. 
on Friday Most agencies were 
represented at the party and several 
visitors from Cevlon for the Coro- 
nation were also present. 


Michael Liebert 


Gilbert Wild 


London ISMA’s 


new officers 

At the annual meeting of the 
London branch, Incorporated Sales 
Managers’ Association yesterday, 
F. C. Hooper, managing director, 
Schweppes Ltd., became president 
of the branch in succession to Lord 
Mancroft, who resigned at the time 
he accepted a Government appoint- 
ment. Ralph Collis, London man- 
ager, Kenrick & Jefferson Ltd., suc- 
ceeds Esmond Lee, director and 
general manager, Arthur Sanderson 
& Sons Ltd., as chairman, In 1945 
Mr. Collis was chairman of the 
Liverpool branch. 

* * * 

Frank A. EF. Ellis has been ap- 
pointed circulation manager of the 
Daily Sketch. He moves from the 
Weekly Overseas Mail 

* * 

Doreen Larkman, publicity and 
press information § officer to the 
Wholesale Textile Association, has 
joined Ripiey, Preston & Co., Ltd. 

* * * 

N. E. Clogg, studio manager with 
Napper, Stinton, Woolley Ltd., has 
joined Clifford Bloxham & Partners 
Lid. in a similar capacity. 

* * * 

Arthur Shaw has joined Dimplex 
Ltd. to handle advertising and sales 
promotion. He was previously on 
the advertisement staff of Picture 
Post. 

* + * 

Ken Smith, formerly with Auger 
& Turner Lid., has rejoined the 
agency's production department, 
having completed his National Ser- 
vice 

* * * 

Peter Cockburn-Thorpe, manager 
of Newsweek's London office, leaves 
for Paris on July 2 to visit the 20th 
Salon International de !'Aero- 
nautique at Le Bourget. 


@ More News About People 
on page 624 


Listener 


PRESENT WEEKLY NBT SALB 134,000 
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This attractive display was made 
up by the Good Housekeeping 
Institute before the recipe was 
published, 


What's cooking at Grosvenor Gardens 2 


If it happened anywhere but at GOOD HOUSEKEEPING, it might 
be strange. But GOOD HOUSEKEEPING is a law unto itself, It has 
of course behind it that exclusive, remarkable organisation The Good 
Housekeeping Institute. Everything domestic, from washing machines 
to washing powders, from cookies to carpets, which the Institute 
reviews in the editorial columns of the magazine is tried and tested 
before the reader sees it. That makes for supreme reader contidence— 


confidence that is also shared by the advertisement columns where... 


Lvery advertisement in... 


GOOD HOUSENEEPIVG 


is Guaranteed 


THE NATIONAL MAGAZINE COMPANY LIMITED. 28/30 GROSVENOK GARDENS. LONDON .S.W.1 
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When advertising becomes 


capital investment 


NTRODUCTORY advertising,’ the cost of which was undoubt- 
edly heavy, has to be regarded as a kind of capital invest- 


ment, said Sir Geoffrey Heyworth, the chairman, when he 
commented, at the annual m 
heavy expenditure on detergents 


It had a beneficial effect on 
manufacturing costs in the long 
run, he said, because the blenders 
and suppliers of ingredients for 
the products could plan with 
greater certainty the required 
outputs. 

“Although the housewife’s ac- 
ceptance of blended synthetic 
detergents is based on her appre- 
ciation of the advantages they 
offer her when she uses them, her 
acceptance has certainly been 
accelerated in al] countries by the 
heavy advertising by which their 
merits have been made known,” 
Sur Geoffrey declared. 

“The soap trade is by nature 
a highly competitive business in 
which advertising has long played 
an important part. This is due 
mainly to the very individual 
nature of the housewife’s home 
washing problems 

“It is difficult to convince her 
that a change to a new brand 
would be to her advantage. As 
a result, soap advertising has al 
ways been a lively affair. The ad 
vertising of a new product caused 


of Unilever Ltd., on the 
soap advertising. 

as much furore fifty years ago as 
it does to-day. 

“The tempo of marketing the 
new blended synthetic detergents 
is, however, faster than it used 
to be with soap. This is partly 
due to the normal! forces of com- 
petition and partly to the fact 
that manufacturers can see there 
is much to be gained by establish- 
ing the new trade as quickly as 
possible.” 


High speed block 


making 

Arthur Avery & Sons Ltd., pro- 
cess engravers, were commissioned 
to produce fine screen blocks for 
a booklet being published by 
B.F.R, Publications of Liverpool] 
entitled Coronation Pictures. The 
photographs were received at 
4 p.m. on Coronation day. Thirty- 
two blocks were needed but each 
had to be duplicated because two 
printers were being used. Avery's 
task was completed by midnight 
on Coronation day. The booklet 
was on sale by Saturday 


576 


This decorated van has been used in Coronation Carnival processions at 


Gravesend, Woolwich and Dorking by W 


Co., Ltd. 


T. Henley's Telegraph Works 


The design is based on the company’s trade mark and represents 


an argosy laden with a cargo of the company’s products for the export 
market. 


600 delegates at Seandinavian 


. . 
Advertising 
Woman who know most about 
merchandise are those who are 
best informed also on economics, 
politics and social subjects. 
Research findings which proved 
this point and established that it 
Operates irrespective of income 
or age groups were presented for 
the first time at the Seventh 
Scandinavian Advertising Con 
ference in Helsinki 
The Conference, which is held 
every third vear, attracted 600 


A record number of 70 partici 
pated in the 18th annual bowls 
match between advertising agents 
and newspaper representatives for 
the Belfast News-Letter trophy at 
Parsons Green Bowls Club last week 

Ernest Metcalfe, London manage 
of the Belfast News-Letter, presented 
the trophy to Albert Farr (Psych 
vlogy), leader of the reps., who re 
tained the award this year by beat 
ing the agents by 85 shots to 66 

The guests included 90-year-old 
Fony Walters, London rep. of the 
Newark Herald and Epworth Bells 


and Isle of Axhome Messenger, be 
heved to be the oldest working rep., 
and G. O. Nickalls, vice-chairman 
oa Alfred Pemberton Ltd. and an 
old Oxford rowing blue. 

Among those in the picture above 
are 

In the front row: R MK White 
Reader's Digest, E. 3. Smith—Dorlands, 


lL Stride News of the World. A. t 
Higgs Sunday Pictorial, W 3. Finch 

Sunday Times, Austin Daily 
Express, W Abbiss Kemsicy News 
papers 


In the second row E. Wills—-Weilsh 
Newspapers, W.) Mackintosh Drapers 
Record, R. 3. Levi Hulton Press. 1 
Walters Newark Herald. Albert Farr 


Psychology. captain of the press rep 
resentatives, Ken Taylor, G Street, ft 
Metcalfe Beljast News Letter, 3. G 
Bottell and G © Nickalls Alfred 
Pemberton Ltd 

Included in the three back rows are 
1 G. Billing Autocar, Georee Jackson 

George Jackson Lid, Leslie A. Butler 

Grocers Gazette. W Phenna and 
George Channing Amalgamated Press 

Nash Dudiey Turner & Vincent 
Lid F. Bannister—-Masius A Fergusson 
Ltd, captain for the agents, Albert Pil 
grem Foote, Cone & Belding Ltd 
J. W.) Cummins Nottingham Guardian 
Hibbitt—-The J) Walter Thompson Co 
d H. Goebel-—Partington Advertising 

Ltd Billy Hil! “ 
WeeKLY H RR. Rudd 
Review 


C 
Lt 
Co ADVERTISER'S 

Statistical 


Conference 


delegates. Denmark and Norway 
sent 60 each, 150 came from 
Sweden, and the remainder from 
Finland. They were welcomed at 
the opening session by the Secre 
tary of State for Foreign Affairs. 
Mr. Ralf Torngren and the presi 
dent of the Scandinavian Adver- 
tising Association, livari Alijoki 

Olof Henell, who presented the 
research findings, said when it 
came to competition between 
branded goods price was a deter- 
mining factor so far as women 
purchasers were concerned 

In an analysis of the inter- 
national sweets market. Kai 
Kivijarvi emphasised how Britain 
had come to the fore among 
exporters. 

Max Kjaer Hansen, from 
Copenhagen, spoke of market re 
search and his development of “a 
demand analysis.” If the right 
factors could be determined, it 
was possible to work out a “con- 
sumption cycle,” he said. 

Specialised sections were 
strongly supported. Among the 
subjects which aroused most in 
terest was a scheme for fixed 
prices in art services. 

An American, John V. Lund, 
told the Conference that on the 
whole he was impressed by the 
standard of Scandinavian adver 
tising, especially by the elegance 
of its art work. He was critical 
of their creative work, however. 
which he considered was often 
stereoty ped, 

Five youth delegates were in- 
vited from each of the visiting 
countries, and they went to 
Helsinki as guests of the Finnish 
Sales and Advertising Association 
They were received by the Presi 
dent of the Republic. 


CAMBRIDGESHIRE TIMES GROUP 
nc Fave, 64,246 


Coples 
Weekly 


London Representative : W. H. WALMSLEY 
69 Fleet Street, E.C.4 
Northern Representative : ARNOLD ELLIS 

64 Cromford House, Manchester 4 Tel. Blackfriars 6967 


Head Office : TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
Tel. Central 9353 
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LONDON == 


Not only the boss 
takes his car abroad today 


That’s obvious. I’ve talked to a lot of motorists on recent crossings and 


an amazingly high percentzge of them are honest-to-goodness working 
class. How on earth do they manage it? 


Well, what with overtime, a lot of them are making very good money, to say 
nothing of subsidised rents and low incidental expenses. Then, in many cases 
there are two and even three wage earners in a family. If they want some- 
thing, a car for instance, they club together and buy it. It’s the same when 


they go on holiday—it’s a family affair. 


What it amounts to, then, is that today the ordinary working man is able 


to afford things which at one time could only be afforded by the com- 
paratively well off? 


That’s right. Mind you, I won't pretend that it’s so in all cases, but it is ina 
great many. They make up the bulk of what we business types describe as the 
mass market. And between you and me it’s about the only market worth 
bothering about these days. 


DAILY MIRROR 


ale STOMS “OFFICE 


MAIN LINE STATION TO WG pam ich “—" 4 fe 


With the biggest daily net 
sale on earth, the 
DAILY MIRROR 
offers the most powerful 
mass market coverage in 
the history of daily 
newspapers at the lowest 
square inch per thousand 
rate of all national 


daulies. 


When planning 

your schedules you 
MUST include 

THE DAILY MIRROR 
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‘If selling fails, then the 


factory fails’ 


Sales chiefs of eleven national companies selling £100 million 
worth of goods a year, but none in competition with each other, 
are to meet regularly to pool their joint selling experience and 
discuss new sales methods. Aim of the round-table discussions 
will be to help the companies make their sales forces even more 


eflicient. 

This was agreed at the Savoy 
Hotel, London, when the sales 
directors and managers of these 
companies gathered together for 
a first discussion on mutual prob 
lems 

The conference was called by 
Masius & Fergusson Ltd., whose 
clients the companies are, 

J. G. Wynne-Williams, the 
agency's director in charge of 
merchandising, described the 
gathering as “unique” in that al- 
though the meeting had been 
called by an advertising agency, 
it was a sales meeting designed to 
assist sales directors with all 
facets of their problems. 

Selling to-day, he said, is be- 
coming more and more like a 
military Operation, Planning 1s 
the key word in the operation and 
the stages in that operation are: 
research, manufacture, packaging, 
marketing, distribution, advertis 
ing and selling. 

“No one factor is enough, and 
any one factor missing may 
cripple the operation,” he stated. 
“If selling fails then the factory 
fails.” 


The challenge of 
commercial TV 

Henry Caldwell, the TV pro- 
ducer, said the technique in tele 
vision advertising would be some 
thing akin to the present form of 
cinema advertising, with the im- 
portant difference that TV went 
into people's homes, and peop'e 
were very different when at home. 
To the greater part of a cinema 
audience advertising was a waste 
of time because it was known 
there was no connection between 
the entertainment and the adver 
tising 

“If you take this situation and 
apply it to a TV system in which 
a network will produce and con 
trol its own programmes and sell 
advertising time separately, you 
will understand why | do not 
subscribe to the LS.B.A./LLP.A. 
recommendation,” said Mr. 
Caldwell. 

“I firmly believe that pro 
grammes should be owned by in- 
dividual sponsors and that their 
advertising matter should be 
carefully geared to the production 
value of the programme in 


general. In this way you can 
maintain some element of grati- 
tude which is of considerable 
value in promoting sales.” 

He felt accordingly that a firm 
like Jantzen should seriously 
begin to think whether it would 
be worthwhile sponsoring impor- 
tant swimming events throughout 
the country, Vacuum Oi! should 
certainly have an eye on Silver- 
stone and the speedway tracks, 
Chappie Ltd. should be staking a 
claim for Crufts. 

Dr. E. L. Lloyd, managing 
director, A. C, Nielsen Co., Ltd., 
gave a wide review of general 
market trends and F. R. Mac- 
Crindle, sales manager, Carreras 
Ltd., discussed the importance of 
holding regular sales conferences 

Winding up the conference Mr. 
Wynne-Williams pointed out that 
one of the chief tasks facing all 
concerned in the operation of se}l- 
ing was the re-education of the 
retailer to bring him to a state 
of sales mindedness. 

Those attending the conference 
were: B. A. McCarthy, sales man- 
ager, Brown & Polson Ltd.; F. R. 
MacCrindle, sales manager, 
Carreras Ltd.; W. J. Lloyd, sales 
director, Chappie Ltd.; W. K. 
Johnston, assistant to sales direc- 
tor, Colgate-Palmolive-Peet Ltd; 
J. D. Woodington, sales manager, 
Dorothy Gray Ltd.; R. F. C. 
Crowther, sales director, Jantzen 
Ltd.; A. G. Reyersbach, general 
sales manager, Kiwi Polish; T. 
Sumner, sales director, Mars Ltd.; 
J. B. Ferguson, general sales man- 
ager, C. & E. Morton Ltd; 
R. M. T. Kerr, sales director, 
Transparent Paper Ltd.; F. P. 
Barribal, automotive sales man- 
ager, Vacuum Oil Co. 


ISBA to one about 


merchandise marks 

Lord Mancroft, principal guest 
guest speaker for the annual 
LS.B.A. luncheon on Friday, 
July 3, is sure to have something 
to say about the Merchandise 
Marks Bill and how it affects ad- 
vertisers, states /.8.B.A. News 
Sheet. 

The luncheon will follow the 
annual meeting at the Park Lane 
Hotel. 
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Henry Caldwell, TV producer, discussing commercial television during the 


sales conference. From left to right: 


asius, managing director, 


Masius & Fergusson; A. G. Reyersbach, general sales manager, Kiwi Polish 
Co.; J. B. Ferguson, general sales manager, C. & E. Morton Ltd.; Tom 
Sumner, sales director, Mars; J. G. Wynne-Williams, merchandising director, 
Masius & Fergusson; W. K. Johnston, assistant to sales director, Colgate- 
Palmolive-Peet; R. M. 1. Kerr, sales director, Transparent Paper Ltd.; 
F. P. Barribal, automotive sales manager, Vacuum Oil Co.; and Henry 
Caldwell, L. E. Morey, of Masius & Fergusson, is in the foreground. 


Sales fell when gas ads. 
were cut, critics told 


Gas sales fell when advertising 
was cut, the North Western Gas 
Board has told the lighting com- 
mittee of Saddleworth Council 
following complaints by the 
Council that the large amount of 
general newspaper advertising 
authorised by the boards of 
nationalised industries was un- 
necessary and was having a 
serious effect upon the business 
of the boards. 

The Council asked the North 
Western Electricity and Gas 
Boards how much had been spent 
in the last 12 months on news- 
paper advertising. 

The Gas Board has replied that 
in agreement with other fuel in- 
dustries and the co-ordinating 
committee of the Ministry of 
Fuel and Power, the Gas Board 
had not conducted any promo- 
tional press or poster advertising 
for the past two years. 

“During this period the sales 
of gas appliances fell noticeably, 
and gas sales which were increas- 
ing at an average rate of almost 
five per cent since 1949 are now 
Virtually stationary,” the letter 
adds. “Although it is not sug- 
gested that lack of promotional 
advertising is solely responsible 
for the falling away of sales, 
there is no doubt that it has 
exerted a considerable influence.” 

Expenditure on press and poster 
advertising during the past 12 
months was equivalent to ‘Old 
per therm of gas sold 

The Electricity Board has 


replied that the cost of all forms 
of publicity for the year ended 
March 1952 was £42,855, with 
newspaper advertising a_ very 
small fraction of the total. Latest 
figures are not available yet. 


‘Newspaper’ to 
boost film 


Three Islington cinemas—the 
Odeon, Highbury Picture House, 
and the Marlborough—published 
their own “newspaper” to publi- 
cise the local showing of the 
Coronation film “A Queen is 
Crowned.” 

A folio sized, four-page issue, 
the paper, entitled Coronation 
Review, was distributed free of 
charge during an Islington Coro- 
nation parade. Usherettes walk- 
ing beside a tableau of “The 
Queen is Crowned” distributed 
5,000 copies along the six mile 
route, 

It carried a message from the 
Mayor of Islington, details of the 
Queen's visit to the district, and 
many advertisements from local 
traders. Stallholders in the local 
Chapel Market took a page. 


‘Purchasing Bulletin’ 

An advertisement for the Purchas- 
ing Bulletin in our last issue gave 
the telephone number as City 
5848/9. This should have read City 
3841-2-3. 
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STEPS TO 
SUCCESSFUL 
corm, \ POINT-OF-SALE 
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SIGNS, SHOWCARDS, AND DISPLAYS MANUFACTURED IN 
CARDBOARD, HARDBOARD, PERSPEX, GLASS, PLASTIC, 
WOOD AND METAL, IN OUR OWN FACTORIES. 


Witt 00 THE REST! 


ACME SHOWCARD & SIGN (CO. [TD 


9 SOUTH MOLTON STREET, LONDON, W.1 
Tele hone: MAYfair 0292 


Showrooms also at CROWN BUILDINGS, JAMES WATT STREET, BIRMINGHAM, 4. Tel. Birm. Ce:'. 2325 * ~~ Factories at ENFIELD, MIDDX, 
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FOR OVER A CENTURY IT HAS BEEN OUR BUSINESS to record great 
national events, and we are well-accustomed to receiving public approval of our 
achievements. Never before, however, has demand been so overwhelming and 


congratulations from advertisers so sincere. The head of one large agency writes : 


“ This Coronation Ceremony Number surpasses everything I can remember.” 


, 


ers Coronation plans were published one year ahead —as far 


e knew from our unequalled experience the immense 


hat lay ahead. 
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period distribute them into every country of the world. 
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FOR OVER A CENTURY IT HAS BEEN OUR BUSINESS to record great 
national events, and we are well-accustomed to receiving public approval of our 
achievements. Never before, however, has demand been so overwhelming and 
congratulations from advertisers so sincere. The head of one large agency writes : 
“ This Coronation Ceremony Number surpasses everything I can remember.” 
Illustrated Newspapers Coronation plans were published one year ahead—-as far 
back as May 1952 because we knew from our unequalled experience the immense 
technical and production task that lay ahead. 

We were to produce and sell well OVER A MILLION copies in little more than 
fourteen days ; and in the same period distribute them into every country of the world. 
Alongside the colourful magnificence of our editorial pages no less than 657 
advertisers interwove their message of loyal greeting in announcements that record 

for posterity the high standard of British advertising in the year 1953. 

It is now that we wish to express our gratitude to all our advertiser and agency 
friends for the co-operation given to us in the dark days of last winter when we 
started to machine our fine art productions in the all-too-few working days up to 
June the second. 

When the speeding Royal Mail ships and aircraft reach their far-flung destinations 
the superb examples of our craftsmanship will stand for all the world to see — to 


admire and to keep; maybe, for a hundred years. 


The ILLUSTRATED 
The SPHERE *< The 


LONDON NEWS *<* The TATLER 
SKETCH «+ SPORT & COUNTRY 


7 -* } > * So ee | a = - oh 
; : be _, Pigee Sey heh. ge = - ; =a + ‘ be) I ee é a 
uN aes a > "ye iia 7 A Ce eae — ae »>’ a Bessy . m e. yi a 
— idee ee ee Te ° 
~ 
a 
. 
PC 581 ee - 
\ a 

. 

+2 
: 

Pr 

a 

i 
, j 
* 
: 
: 

a 
3 

. 

, 

“we 
an 
oa, Ole. 
ao) 1a 

; Ty ee. a Eg) eT ee FSS ghee o r=) Se ‘i, ‘ ey et , ; 
: SD. SOF as. a x ~ % tn Kags 3 ° : = 
. ao alg ay ri og RS = ab 2 ; A 
. gfe te “ a 4 : at 
Pha is Ds ? , ' 
j ave : aa .. : ‘ ¢ % n 
“* A «Li 7 5 . @ ys 
Fe = ia ; PD 
.: ‘ . : as i > 
; ae An x ra ri, 4 : 
: ” ae a a Tees 7 ’ . " D 
: — ae rN Bas 3 rhe ee paar re 7 P , ed Ee Pres 
ge xe Sy Ht =e é: * aoe ‘ ae had y ’ tae <24 > . “i ‘ 
Py, ore, . wid ps ? , berg i aha 
Ys ee A Ae EN Kode 4 Fae cr sitar PS ges ines: yivcs ee : 
ie é ; 7 u pee ‘ ~ 
-_ — ry : E , 
; * 
ne . ) 
i =* € 7 
od . . Pee" t 
‘ a ae ay ‘ 
' rar ae yn ‘aa d : > /, F f by \ P q 
? - eA cas, get Belt age ic: Pe ie ae sry peep iis > ae C.-- , Te ihe Cp ey ¢ p f , 
5 . : ager in ; ag 4 = Lae ae f is ™ ; 
ee Se os a yes eas oe > othe at Feed fc Pe a : f , TF a ih Sea i 
4 Po eee a ete: - is 7 
om 
at. 
ae 
Ay 
fi 
« 
we - si ed -@ os < rt . hs ‘a » y a rn - 6 eis oa 0 


ADVERTISER'S WEEKI Y 


In all the 
world. 


JUNE 18, 1953 


| compared v 


CORO 
umbers of 


ats ‘ S re 
ae P ’ ee i 
el 7 ee : & =a 
en ig 
oe 

! de. 

580 

= a 
We 

he | 

te 
‘tea 
zi 

ey. 

es 

ite 
na - 3B : 
pre es 
2 
oo 
= t : 

A 

% 
a 

Ey 

—_—— ee 

} —_—_ —— —— —— a a 
bad —_—— — _ —_—_-_ e_—_—_ ”-_-_ _—_—_——— —_— V—_—-- _—_—_ 
this, 

$F 

i - 

t 
i) 

a 
& 
Pa 
A: 

% 
ain 

. 
@ 
Ae 
: te 
a 
ee it = , 
do, aS Se 2 . : ae ch 2 ‘ ; 
Ae ae fe Se a aq | oe 2am — + ok ee le Pp.) ae Tae 5 a 
gv ae ee eee a  — CS a : yee 1 Ai a i 7 oe i), i a: CARS 4 


JUNE 18, 1953 


FOR OVER A CENTURY IT HAS BEEN OUR BUSINESS to record great 
national events, and we are well-accustomed to receiving public approval of our 
achievements. Never before, however, has demand been so overwhelming and 
congratulations from advertisers so sincere. The head of one large agency writes : 
“ This Coronation Ceremony Number surpasses everything I can remember.” 
Illustrated Newspapers Coronation plans were published one year ahead —as far 
back as May 1952 because we knew from our unequalled experience the immense 
technical and production task that lay ahead. 

We were to produce and sell well OVER A MILLION copies in little more than 
fourteen days ; and in the same period distribute them into every country of the world. 
Alongside the colourful magnificence of our editorial pages no less than 657 
advertisers interwove their message of loyal greeting in announcements that record 
for posterity the high standard of British advertising in the year 1953. 
It is now that we wish to express our gratitude to all our advertiser and agency 
friends for the co-operation given to us in the dark days of last winter when we 
started to machine our fine art productions in the all-too-few working days up to 
June the second. 
When the speeding Royal Mail ships and aircraft reach their far-flung destinations 
the superb examples of our craftsmanship will stand for all the world to see —io 


admire and to keep; maybe, for a hundred years. 
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Wa My faith in advertising 


[POSTER PLAN NEXT 

When big advertisers speak, 
media owners are attentive. 
The plea by W. E. Phillips, 
assistant managing director, 
Arthur Guinness, Son & Co., 
for a poster industry develop- 
ment plan (page 570) is likely 
therefore to receive the con- 
sideration it merits. 

The poster associations, he sug- 
gests, should aim at larger 
membership, more support 
from advertisers, adequate 
funds for research and statis- 
tics, and the appointment of an 
information officer. To pro- 
mote confidence in billposting 
should be the basic objective. 

Until recently only the more pro- 
gressive billposters have fully 
appreciated the need for such a 
programme, but during the last 
year or so, there has been an 
awakening. The seed will 
therefore fall on fertile ground. 

More research is probably the 
most urgent task. 

Until the poster medium can 
provide data comparable in 
range and diversity with that 
furnished by other media, it 
will suffer a handicap it does 
not intrinsically deserve. Ad- 
vertisers to-day, and rightly, 
want facts. It pays to satisfy 
their appetite. 


FIRST STEP 


The Advertising Association and 
the Institute of Incorporated 
Practitioners have taken one 
firm step towards that measure 
of closer liaison in educational 
matters long recognised as 
desirable and lately recom- 
mended by the Miles Thomas 
committee. 

Broadly, the effect of the agree- 
ment announced in our pages 
this week is that candidates who 
have passed the finals of either 
body will be exempted from 
the intermediate examinations 
of the other. 

Discussions leading up to this 
move were, in fact, in progress 
long before the Miles Thomas 
Report was published, and it 
is not too much to say that 
they were to some extent in- 

ired by the articles on adver- 

gz education appearing in 

“Advertiser's Weekly” during 
February. 

So far, so good. But this should 
only be regarded as the first 
step. The next stage, and one 
that should present no insuper- 
able difficulty, should be the 
establishment a common 
intermediate. 


E have had recently some 

very astonishing — things 
said about us, things which are 
scarcely flattering to advertis- 
ing or advertisers. Members of 
both Houses of Parliament 
have had their fling and their 
comments have received atten- 
tion in the press. 

During the debate on commer- 
cial television in the House of 
Lords we had a noble Earl, not 
unconnected with the motor in- 
dustry, stating that advertising 
was the prostitution of the art of 
good selling. More recently we 
have been told that modern ad- 
vertising is one of the most evi! 
consequences of a society which 
of itself is intrinsically evil. That 
is the sort of statement which 
every now and then is uttered 
by a prominent politician and it 
receives its mead of publicity in 
the press. 

1 believe every now and then 
it is worth while for an advertiser 
to declare his faith in advertising. 

If we are to safeguard our 
standard of living, we must in- 
creasingly devote our energies to 
the development of new tynes of 
goods which are not as yet pro- 
duced abroad, In this process the 
art of advertising must be allowed 


® Chemists are worried about 
loss of trade to grocers— 
particularly in soaps and 
toothpastes—and may seek 
to step up business by mak- 
ing more use of counter and 
window display material. 
This will please the sales- 
men who, for some time, 
have been fighting a losing 
battle with chemists who 
have declined to take advan- 
tage of dealer aid material. 

® Some influential members of 
the poster industry are sus- 
picious of research. They 
are likely to show similar 
reluctance towards the intro- 
duction of public relations 
for outdoor advertising. 

@ Advocates of commercial 
TV are considering the pub- 
lication of a booklet answer- 
ing point-by-point criticisms 
which have been levelled at 
the medium. 

@ Despite the 


vociferous 


Creators of 


DESIGN-PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


to play its part, and we neglect it 
at our peril 

We hear much every day of 
productivity: everybody pays tri- 
bute or at least lin service to its 
virtue and necessity -but when 
we come to the vital problem of 
selling our products, then we 
begin to hear strange views on 
the need for advertising, the 
ethics of advertising, the econ- 
omic justification for advertising. 

This country cannot afford to 
stand still industrially or econ- 
omically if we are to survive: if 
we are to progress we must con- 
tinually strive to be at least one 
jump ahead of our competitors, 
and the art of advertising must 
be allowed to play its full part in 
that process of acceleration. 

As to the ethics of advertising, 
it is well to remember that the 
claims of advertisements are sub- 
jected to a severe code of ethics 
and a self-imposed censorship by 
the industry itself. I have yet 
to hear of a Politicians’ Investi- 
gation Department to which the 
Advertising Investigation Depart- 
ment would give a flying start 

All of us who are concerned 
with advertising, advertisers, bill- 
posters, agents and the press, 
applaud the work of the Adver- 
tising Association Development 


clamour against competitive 
IV, the Government 1s 
expected to stand firm in its 
intention to provide rivalry 
for the B.B.C. 


@ A spate of publishing ven- 
tures is expected next year. 
Many houses are planning 
new journals in anticipation 
of improved material sup- 
plies and in hope of reduced 
prices. 

@ Advertisers and agents are 
pressing more publishers 
particularly in the magazine 
field to co-operate in mer- 
chandising schemes. Several 
publishers who have not yet 
ventured into this field are 
now considering it as a form 
of promotion. 

@ It is almost certain that a 
survey of the London poster 
audience will be carried out 
in the not-too-distant future. 


ROUND TABLE 


GUEST COLUMN 


this week is devoted to the 
views of W. E. Phillips, assist- 
ant managing director, Arthur 
Guinness, Son & Co., Ltd., 
who gave forceful expression 
to his belief in advertising, at 
the annual conference of the 


British Poster Advertising 
Association held in Torquay 
last week. 


Committee under the chairman- 
ship of Sir Miles Thomas, and 
support its recommendations 
These recommendations are 
designed to consolidate the work 
which was started on the initia- 
tive of the industry to sets its own 
house in order many years ago, 
and which has borne such excel- 
lent fruit. Its declared object is 
to “promote confidence jn adver- 
tising™: confidence amongst the 
public in the claims made by 
advertisers, confidence with the 
Government that advertising is 
playing its prover role in the 
national economy and the confi- 
dence of the industry that its 
interests will be resnected by both 
the Government and local author- 
ities. 

Particularly welcome in that 
report is the friendly reference to 
the role that other organisations 
can play in defending their par- 
ticular interests——the British 
Poster Advertising Association, 
the Incornorated§ Society of 
British Advertisers and the 
Master Sign Makers Association. 
Outdoor advertising has its own 
very special problems to solve, 
and it is right and oroner that 
the organisations in the industry 
should cater for these 

It is the recognition of the 
unity of advertising which is so 
welcome, and that an attack on 
one vart of the industry jeopar- 
dises the whole. In this respect 
much can be done by the press 
in this country, which is so 
strongly represented on the Ad- 
vertising Association, to ensure a 
fair hearing for the poster in- 
dustry, and to sunvort the British 
Poster Advertising Association in 
its work of co-oneration with 
local authorities 

Is it asking too much, there 
fore, that we could have fewer 
references in the vress to ugly 
hoardings in attractive places and 
more acknowledgments that pos- 
ters can and do improve ugly 
sites? 
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With your salesman under his arm... 


He may not have time complete, accurate and well-informed 


to see your Representative the “ Financial Times”’ is essential to 
but he makes time to read 


Top Management. Put its advertising 


the * Financial Times” —a 


columns to work for you and you can 


well-respected salesman that gets into — be assured of getting into thousands 


Top Management every day. Because — of offices where important buying 


its reporting of business news is so — decisions are made. 


reaches Top Management every day 


SIDNEY 


HENSCHEL, ADVERTISEMENT MANAGER, 72 COLEMAN S171 LONDON E.C.2 
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THREE 


AGENCIES 


IN SEARCH 


OF AN AD. 


a & 


ie TO YOUR CLOT 


Saves reese* 


saves woee 


Cte Acro 


PPLE one Bare 


Cat Res Out OF Het 


2. Tibbenham 
Publicity Ltd. 


will fresh-air dry the family wash 
in 30 minutes 
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— ready for ironing 
7 — : 


DEMONSTRATIONS 


Ses Gvarme Ocroes® 


NO MORE 
“aay 
vs 


Word ‘Dryer’ should be stressed: 


eye-catcher is essential 


Tl . 9 
MM le 6Treason why . it 


Hy XAMINATION of the 
4*Raymit” brief made it 
clear that various points were 
of primary importance when 
considering what form the lay- 
out should take. These are 
listed below, followed by notes 
of action taken. 

1. “Raymit” is already an 
established name for washing 
machines and there are 100,000 
m use, It is therefore necessary 
to emphasise the word “Dryer,” 
especially as it looks very much 
like a washing machine 

To bring out the word 
“Dryer,” movement and em 
phasis has been given to the 
head line by a@ perspective style 
of lettering 
2. It was considered essential 

to incorporate an “eye-catcher” 
in the advertisement It was 
agreed that the conventional 
“happy housewife” was not to be 
included, as this would tend to 
make the advertisement look like 
many others. Human interest 
was. however, considered essen 
tial, 

The Monday wash-dayv with 
its pegs and clothes-lines has 
hecame a national habit. Atten 

tion has been drawn to this 


drudgery as a means of more 
strongly contrasting the many 
advantages of the “Raymit,” by 
using a dramatic photograph 
of a housewife tied to a giant 
clothes-peg drawn in scraper. 


3. As a Dryer cannot be con- 


sidered to be an automatic first 
or even second choice when new 


Next week ROBERT SHARP 
& PARTNERS LTD. will dem- 
onstrate their copy and layout 
for the Raymit advertisement. 


home equipment is being con- 
sidered (in opposition to tele- 
visions, washing machines, re- 
frigerators, etc.), an impressive 
list of the dryer’s advantages must 
be included. 

A_ scraperboard drawing of 
the “Ravmit’ has been included 
to show its clean, attractive ap- 
pearance, with the main advan 
tages of the machine listed 
alongside. 

The main body of the text 
enlarges upon the “tied to the 
clothes-peg” theme and ex 
plains why the clothes-line is 
out of date and_ inefficient. 


Further interest has been given 
to the layout by the inclusion 
of four small illustrations show 

ing everyday occurrences, fami- 
liar to housewives, that will he 
eliminated by the dryer 


4. The demonstration arrange- 
ments must be given sufficient 
prominence to attract potential 
customers to attend them. 
A_ reverse panei with the 
single word “Demonstrations” 
has been given prominence and 
this is followed by the relevant 
details, addresses, and times. 
In the short time available, re 
search was undertaken concern- 
ing this type of machine, includ- 
ing reference to members of the 
British Gas Industry Productivity 
Team, Building Centre, South- 
Western Gas Board, home and 
overseas Gas Trade journals, and 
the Bristol Evening Post. In 
general, it has been assumed that 
the “Raymit” is, at least, as good 
as its American counterpart and 
that such copy points as the 
machine having “useful table top” 
and “handling natural and syn 
thetic materials safely” are neces- 
sary and permissible. The cost 
of running the “Raymit” has been 
based on the heat input men- 
tioned in the Gas Productivity 
Report on this tvpe of appliance 

At the price of £63 (despite the 


An exercise in print in which 
the creative departments of 
three agencies write the copy 
and prepare a visual for one 
key advertisement for a new 
hypothetical product — the 
Raymit Clothes Dryer. Colin 
Mclver, of Young & Rubi- 
cam, wrote the brief, which 
appeared in ADVERTISER'S 
WEEKLY on June 4. _ Last 
week the Robert Freeman 
Co., Ltd., submitted their 
copy and visual. Here 
Tibbenham Publicity Ltd. 
demonstrate another  ap- 
proach. When one more 
agency has shown its work, 
Copytaster will sum up. 


fact that easy terms are men- 
tioned), the wife can be expected 
to consult her husband. We be- 
lieve that the layout will appeal 
as much to him as to her. We 
believe it will arouse interest and 
stimulate action. The Gas, Elec 
tricity and store sales staffs will 
do the rest. 


NHL Th e ¢co py ANU 


Don't be tied to your 
clothes-peg! 


The amazing NEW 

“RAYMIT” Clothes DRYER 
will fresh-air dry the family 
wash in 30 minutes* -ready 
for ironing. 


The back-aching days of 
clothes-line drying the weekly 
wash are over. Stooping, reaching 
and hanging up heavy wet clothes 
are a physical strain. and when 
the weather is bad, the labour is 
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Passing on the name 


It is an unusual day when we do not 
receive a tele phone eall, } rsonal visit or 

post enquiry from a new customer who 
says ™ ve been recommended to you 
by...” and he will name one of our existing 
chents. Recommendation on this quite 
wide scale seems pretty sound evidences 
that we do succeed in realising our constant 
aim to be as helpful and reliable as we 
possibly can in servicing our ever-widening 


circle of clients. 


G1a)6 & WA SOM 


11E SHOR LANE LONDON EC4 Central 6555 1s lines 


Northern Office at 4 Chapel Walks, Manchester 2 


Process Engravers, Creative Artists and Photographers 


tdvertisement Typesetters, Electrotypers and Stereotypers 


Service in the Spirit of Helpfulness 
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special 
position for 
space buyer 


with 1O/= a week to spare 


. @ position which can lead to a real front-page-solus 
future. For a small regular saving, skilfully handled by 


Canada Life, can mean just that. Even 10/- a week can 
provide the means to meet life’s urgent financial problems 
: Amongst other things it will: 
P % Guarantee a Life Pension or 
- a Lump Sum (or both) at 
age 55, 60 or 65. 
z %& Guarantee an income for 
Bt your family if you do not live 
RG to retirement age. 
4. Bacio 
8 a” 


*% Provide funds to 
' clear a mortgage in the 
event of your untimely death. 


“berry lithe sacrifice 
in the present™* 


In many other 


Willys 


too, the Plan can be tatlored to suit your 
own special position, your individual 


needs and circumstances 


with very little sacrifice in the present. Worth looking at, 
isntit? And when you write out the order, don’t forget 
Us special position 


Mr. 


(gnada life 


ASSURANCE COMPANY 
tse 1847. Incorporated in Canada 
as a Limited Liability Company TO HELP YOU OVER THE ROUGH ROAD OF LIFE 
2 ST. JAMES'S SQ., LONDON, S.w.! e 


{ve Occupation 


AW? 
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| @ Three agencies in svarch of an ad.—continued 
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| 


increased You need no longer 
suffer such inconvenience and 
weather worries stal the amaz 
ing new “Raymit” Clothes Dryer 
| With the “Raymit” Dryer, you 
| have perfect drying weather 


throughout the yea 


And it dries 
clothes safely, 


gently, automatic 


| ally Natura! ind synthetic 
materials are all safe in the 

“Raymit.” 
A “Raymit™ Dryer soon pays 


for itself because there 1s no fear 
of the wind straining or tearing 
your clothes on the line 
of brilliant sunshine fading ex 
pensive garments. Because you 
can wash and dry faster, you can 
use the same clothes more often 


no tear 


a great boon when there are 
children in the house. 
SAVES TIME* 

Whatever the weather, the 


Raymit™ will dry 8 Ib. of washed 
clothes (full load of normal wash- 
ing machine) in 20) 45 minutes 
according to type of fabric. 


SAVES WORK 

All the work of carrying and 
pegging out the wash—the double 
and triple work on wet days 
finished for ever. 


SIMPLE and SAFE 

Put your wash tn the dryer, 
flick a switch and leave the rest to 
the “Raymit.” 
irically driven 
safety controls 


Gas heated, elec 
with foolproof 


GENTLE ACTION 

fumbles the clothes gently in 
fresh warm air-—leaving them 
sweet and ready to tron 


CLOTHES OUT OF SIGHT 
A boon to every home (dou'sly 


AD. MAN’S BOOKSHELF 


‘Savoy Grill at 


Savoy Grill at One 
‘-) 


by Stephen Lister 
(Pan Books Lid. 2 


this book ts familiar enough 
to the older generation, but many 
younger people in advertising 
have had no chance to buy it 
Now they will be able to fill a 
gap in their education, and al- 
though the lesson may shock 
them, they will find it pleasurable. 
For Lister is a master of vivid 
narrative, whether his theme is 
big business or the village in the 
south of France he describes so 


delightfully. 
The story he tells in Savoy Grill 
at One! is, so the publishers’ 


blurb avers, semi-autobiographi- 
cal. He does, in fact, write from 
personal experience. When he 
spotlights the soulless antics of 
high-pressure salesmen, unethical 
agency practices, — hypocritical 
“friendships” based only on self- 
interest he is no ignorant 
romancer 


Nor can be accused of painting 


so in a flat), the compact “Ray 
mit” will solve all your drying 
problems. No more festoons of 
damp clothes in the kitchen of 
unsightly lines in the garden 


BUILT to LAST, CHEAP to 
RUN 
Sturdily made by the makers of 


the famous “Raymit” Washing 
Machine, the cost of drying a full 


load is only 24d. 
Finished in gleaming white 
easy-clean enamelled steel with 


useful table top. 

£63 including purchase tax (instal- 
tation extra) 

basy-purchase terms available. 


It's always a good drying day 
with a “Raymit.” 
Set in very small type 

he advertisement 
“The “Raymit™ Clothes Dryer is made 


by the maker, of the famous “Raymit™ 
Washing Machine. 


at the base of 


DEMONSTRATIONS 


See the “Raymit’ demonstrated 
ar: 


South Western Gas Board 
Showrooms, Radiant House 
Bristol. 

South Western Electricity Board 
Showrooms, Colstan Avenue, 
Bristol 

W. J. Pople & Sons Ltd.. 
Brune! House, St. George's 


Road, Bristol! 1. 

H. Harding, $7/61 Clarence 
Road, St. Philips. Bristo| 2 
(Text for base panels.) 


Daily 10 a.m.—S p.m. during 


October 
NO MORE NO MORE 
Heavy Kitchen 
Baskets Lines 
NO MORE NO MORE 
Dirt and Panics when 
Smuts it Rains 


One! re-printed 


a one-sided picture, for he does 
write of sound and successful ad- 
vertising carried out by zealous 
and honest agents. 

The whole point about this 
book is that one should read it 
with a sense of perspective. Ad 
vertising has changed a lot since 
those inter-war days when Lister 
knew it, and the changes have all 
been for the better. Its ethical 
standards have been established 
and command a high measure of 
observance. His picture, with its 
emphasis on the seamy side, por- 
trays the advertising business of 
the “Shocking History.” It is not 
recognisable as one of advertising 
in 1953. 

Readers familiar with modern 
advertising will realise this. The 
public generally, one fears, will 
not. Thus, good reading though 
the book provides, its re-appear- 
ance in popular form wwWl be 


regarded in advertising circles as 
a mixed blessing -C.D.R. 
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NEWS OF PRITCHARD, WOOD 


Twice in the previous few months, senior people on 
our staff have been sent to the United States to 
examine various aspects of the way they do things 
over there. And now we have just made a further and 
rather fuller examination. Two of our directors have 
been over there for five weeks each. overlapping their 


times so as to have consultations together on the spot. 


What was found? What will we do as a result? 
Or are we so dripping with directors that we can 
afford to send them off in pairs, just for the fun of the 
thing? 


In an advertising agency, tradition is of limited 
value. The mood of the publie and the tempo of selling 
are always changing ; the ways and the attitudes of 
advertising must keep in tune, 


There is more advertising in America: which 
makes it a good place to cast around for new ideas and 
-timulations. On a carefully pre-arranged schedule, we 


examined the ways of nine agencies there : talking to 


more exhaustive look at the American seene... 


the people who steered them, and watching how they 
worked. 


Naturally, many of their ways would not do over 
here ; they would not fit the scene. But still there are 
many things that can be adapted, to make the British 
advertisers £ work harder. This ageney is not too 
old to learn. 


And take TV. (All right —let’s agree that it won't 
be the same here as it is there.) They have been 
through a great many growing pains, and made a lot 
of mistakes, and they will tell you about them if you 
get to know the people well enough, as we did. How 
quickly those “mysteries” of commercial TV dis- 
appear when you have a good look at the works! 

Now we are back : and gradually some of the ideas 
we have gathered will be used in the never-ending 
process of modifying our activities and tuning-up our 


organisation. In advertising, you either go forward or 
backwards. There's no in-between. 


F. C. PRITCHARD, WOOD & PARTNERS LTD. 


fdvertising and Public Relations 


25 SAVILE ROW, 


LONDON, W.1) REGENT 7080 


ADVERTISER'S WEEKLY 
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THE MISSING 
MILLION 


Coronation Day afterthoughts provoke some reflections 
by Copytaster on public opinion poll findings 


a UST for the record it is — idly. People who are unexpected! 

. ©} worth remembering that asked their views may give 

u two public opinion surveys spontaneous answers that the: 

. before the Coronation showed —s ~ secre A — 
that about 2} million people 2%¢_, further reflection. : 

. tions” may be no more than 


intended to have a_ personal 
view of the procession trom 


pious hopes; the road to hell ts 
paved with them 


windows or stands or in the No doubt all this is made 
streets and parks. quite clear in) some people's 
Having had a good deal of — market reports, but far too often 


experience in the control of very 
large numbers of people, | should 
be astonished if anybody could 
produce evidence that many more 


one sees statements that 12 per 
cent more Class B housewives 
“would buy the product” if the 
pack was pink, or the price was 


a than 14 million people actually reduced to Is. 6d. or something 
a carned out their intention. No of the sort. There may be a 
‘ doubt the weather and the some 


saving phrase about the replies 
indicating” or “leading to the 
conclusion” but this isn’t nearly 
enough, since the reader’s natural 
tendency is to simplify statements 

to seize the “fact” and forget 


what exaggerated reports of the 
numbers of people who had 
taken up their positions the day 
before discouraged a great many 
people; and perhaps owners of 


television sets proved to be more the frills, particularly if the 
hospitable to friends and neigh “fact” happens to be very 
o bours than anyone could have welcome. 


foreseen, But the discrepancy 
was very large and it deserves to 
be discussed. 

Market surveys among con 
sumers can usually be divided 
into questions of fact and ques 
tions of opimon or intention, 
and one should never confuse the 
two. Opinions change very rap 


fo conclude from this that 1 
am attacking opinion surveys or 
market research would be wrong 
All 1 suggest is that any reports 
about people's views and inten 
tions should be looked at in a 
different light from factual 
reports, and I beg that the results 
may be given in the roundest of 

round numbers 

rather than per 
centages taken to 

two places of deci- 

mals. Tell me that 

29°43 per cent of 
housewives do. the 

washing on Mon 

3 ® . days and I will 

oa Hy 5 be take your word for 
Neel Pf it. But tell me 


that 67:48 per cent 


+ would rather buy a 
8 lovely . * blue curtain 
. iF li t fy *e material than 
j a pink one, an 
— Lavindey I will believe 
Fie”, 
Levent Tals 
° In colour this ad 
is charmine and 
effective. The copy 
iy about as eood a 
compromise he- 
10d ras’ 2'6 ; 


tween airy-fairy at- 
mospherics and 
good practical sell 
ing as one could 
4 hope to find. 


Bield’s suckincuan Lavender 


that 


only 
prefer blue.’ 
# * # 
Pitt. PRELIMINARY snortings and 


the majority probably 


pawings of the ground before 
the soft-drink manufacturers go 
into the great battle that ts said 
to be impending, have been so 
interminably prolonged that | 


begin to wonder whether a dis- 
armament conference Is in pro 
vress behind the scenes 
Whether Canada Dry can be 
REVIEW OF 
ADVERTISING 
considered a contestant in the 


approaching war 1s rather doubt- 
ful. Certainly this broadside from 
The Times does not appear to 
be aimed at the Cola-drinking or 
teen-age market. Whether it will 
provoke Schweppes to even 
greater heights of ingenuity re- 
mains to be seen, 

Of course the beautiful printing 
of The Times was the making 
of Canada Dry’s half-page. To 
employ such vast areas of white 
space in some of the other 
national newspapers would have 
led to disaster, with all sorts of 
other advertisements and editorial 
matter showing through from the 
back. In The Times it had 
tremendous impact, and scarcely 
a reader can have failed to read 
the headline. (Whether anybody 
read the other words seem 
immaterial), But having read it 
and looked at the picture, | 
wonder how many readers had 
any inclination to try the pro- 
duct? It would have been bold 
to the point of foolhardiness to 
imagine that mere size and a 
supposedly elegant photograph 
would do more than establish in 
readers’ minds the fact that there 
are drinks called Canada Dry, so 
I imagine that the main purpose 


of the advertisement was to 
impress the trade, 
No doubt the advertiser was 


convinced that there were cogent 
reasons for including the white 
ash-tray with its messy cigarette- 
ends and ashes, but to me they 
are rather revolting. Oliver Crom- 
well wanted to he painted 
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In “The Times’ this ad. had 

tremendous impact, and scarcely 

a reader can have failed to read 
the headline. 


“warts and all.” but if I made 
mineral waters | would want 
them to be associated in people's 
minds only with favour and 
freshness. This “morning-after” 
suggestion of unwashed glasses 
and stale tobacco smoke ts the 
last thing I would like my pro- 
duct to be remembered by. 

It was an excellent touch to 
have the Royal Festival Hall 
tickets dated the evening before 
the advertisement’s appearance, 
and the composition of the 
photograph is particularly happy. 
With a miniature score or per- 
haps a decanter instead of the 
ash-tray it would have been not 


only an outstanding advertise- 

ment but outstandingly good. 
* * * 

SOMEBODY is very proud of 


Field’s Buckingham Lavender ad- 
vertisements, and you will have 
to take my word for it that in 
colour it is charming and effective. 
The tin is most attractive and the 
copy seems to be about as good 
a compromise between airy-fairy 
atmospherics and good practical 
selling as one could hope to find. 

But I wonder whether the 
advertiser has taken legal advice 
about using the word “Bucking 
ham?” If not, and if my reading 
of law cases is correct, he ought 
to be told immediately that no 
amount of usage will ever give 
him sole right to say “Bucking- 
ham Lavender.” Anybody who 
grows Or processes lavender in 
Buckingham can call his product 
Buckingham Lavender, and as 
long as he doesn't actually 
deceive anybody he will almost 
certainly be safe to do so. 

One is always temped to say 
that the risk is very slight, and 
that copycats never really 
flourish. But this very thing has 
happened again and again with 
products as various as biscuits, 
blankets, bedroom shoes and 
toffee. The original user may 
shrug his shoulders at first, but 
sooner or later there is bound 
to be bloodshed—and rich pick- 


ings for the lawyers. 
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Brighter Homes 
Lighter Work with 


WARERITE 


PLASTICS “~"“"" 


WARERITE isthe won- 
derful surfacing material 
which gives brighter 
lenger life to furniture 
in every room in the 
house Stains and marks (2 
left by spilt liquids—hot ic 
or cold —are completely — 
removed by arub witha 
damp cloth There's no 
need to use a tablecioth 
ona WARERITE table 
top. Always inst on 
furniture with genuine 
WARERITE surfaces 


FREE! 


a MET OF 
FOUR SPLENDID 
WARERITE 
Tumbler Mats 
end illustrated Book ler 
Be that you can prove for (6 F, 
t the cotetanding Cs. 
qualities of WARERITE 
we offer FREE « sot 
of four sample Tum dier 
Mates ands boos of briebt 
WARERITE ideas Al 
you have to dow 


POST THIS 
coupon —TODAY 


ee ee ee ye eg 


To: TM Section, WARERITE LTD., WARE, HERTS 


Please send me PREF set of 4 Tombier Mats and boot of 
brinbt WARERITE ideas, BLOCK CAPITALS PLEASE 


Neme —o——— —_ ___.— 


(ddres 


wit 


? 


WARERITE AGAIN! 


Messrs. Warerite of Ware, Herts., advertised 
in the Radio Times onthe 19th of September, 
1952, offering the public a free sample of 
four ‘Warerite”’ tumbler mats. — Their 
advertisement, reproduced above —an eighth 
page on a composite page facing editorial — 
produced 27,134 replies. The Technical and 
General Advertising Agency Ltd., Incor- 
porated Practitioners in Advertising, and 
members of the London Press Exchange 
group of Companies, were good enough to 
send us all the coupons received for analysis 
by counties. 
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27,134 replies from RADIO TIMES 


Your best markets at a glance 


If you are planning to sell a product on a nation-wide scale 
one of the first things you will want to know is the relative 
importance of each county and also the relative importance, 
from a sales point of view, of England, Scotland, Wales, 


Northern Ireland and Eire. 


The data given opposite, based on 27.134 replies to a Radio 
Times advertisement for Warerite. will, we believe. be 
helpful to Sales and Advertising Managers in the preparation 
of future sales campaigns. The figures show, county by county, 
the total of replies from the Radio Times compared with the 
percentage of total replies. and the percentage of Radio Times 
sales. 

The strength of the principal markets—London and the 
Home Counties, Lancashire and Yorkshire—is at once 
apparent. But it is also interesting to note the relative 
strengths of the less industrialized counties, many of which 
constitute extremely useful outlets. 

It may be observed that in general. allowing for the excep- 
tionally strong pulling-power of the Radio Times in and around 
Greater London, the pattern of percentage replies follows 
closely the percentage of Radio Times sales in each county. 
With this in mind. it is possible when advertising in the 
Radio Times to forecast fairly accurately the proportion of 
replies to be expected from any county, by referring to the 


percentage circulation figures for that area. 


REGIONAL STRENGTH OF RADIO TIMES 


A comparison of the two summaries of percentages of total 
replies received from the Radio Times by the “Isle of Man™ 
(published in this journal last week) and Warerite, reveals a 
remarkable regional similarity for requirements as different as 
holidays and tumbler mats. 


Isle of Man Warerite 
ENGLAND 86. 376 88. 700! 
SCOTLAND 6.824 6. 000°, 
WALES 3.512 3. 200 
NORTHERN TRELAND 3.032 2. 000°, 
KIRKE 0.256 0.100°,, 


100. 000 100. 000 


Next week we will compare these results in detail 
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indicate which counties count most 


ANALYSIS OF WARERITE ADVERTISEMENT RESULTS 


COUNTY 


Total replies 
from 
Radio Times 


ENGLAND 


LONDON and HOME 
COUNTIES 
BEDFORDSHIRE 
BERKSHIRE 
BUCKINGHAMSHIRE 
CAMBRIDGESHIRE 
CHESHIRE 
CORNWALL 
CUMBERLAND 
DERBYSHIRE 
DEVON 
DORSET 
DURHAM 
GLOUCESTERSHIRE 
HAMPSHIRE 
HEREFORDSHIRE 
HUNTINGDONSHIRE 
LANCASHIRE 
LEICESTERSHIRE 
LINCOLNSHIRE 
MONMOUTHSHIRE 
NORFOLK 
NORTHAMPTONSHIRE 
NORTHUMBERLAND 
NOTTINGHAMSHIRE 
OXFORDSHIRE 
RUTLAND 
SHROPSHIRE 
SOMERSETSHIRE 
STAFFORDSHIRE 
SUFFOLK 
SUSSEX 
WARWICKSHIRE 
WESTMORLAND 
WILTSHIRE 
WORCESTERSHIRE 
YORKSHIRE 
ISLE OF MAN 
CHANNEL ISLANDS 


SCOTLAND 


ABERDEENSHIRE with 
KINCARDINESHIRE 

ANGUS 

ARGYLL 

AYRSHIRE 

BANFFSHIRE 

BERWICKSHIRE 

BUTE 

CAITHNESS 

CLACKMANNANSHIRE 

DUMBARTONSHIRE 

DUMFRIESSHIRE 

EAST LOTHIAN 

FIFE with KINROSS-SHIRE 


8,000,000 FAMILIES READ RADI 


Member of the Audit Bureau of Circulations 


Percentage of Percentage of 
Rodio Times 


INVERNESS-SHIRE with 
NAIRN 


LANARKSHIRE 
MIDLOTHIAN 
MORAY 
ORKNEY 
PEEBLESSHIRE 
PERTHSHIRE 
RENFREWSHIRE 
ROSS AND 
ROXBURGHSHIRE 
SELKIRKSHIRE 
SHETLAND 
STIRLINGSHIRE 
SUTHERLANDSHIRE 
WEST LOTHIAN 
WIGTOWNSHIRE 


WALES 


ANGLESEY 
BRECKNOCKSHIRE 
CAERNARVONSHIRE 
CARDIGANSHIRE 
CARMARTHENSHIRE 
DENBIGHSHIRE 
FLINTSHIRE 
GLAMORGANSHIRE 
MERIONETH 
MONTGOMERY SHIRE 
PEMBROKESHIRE 
RADNORSHIRE 


oow-ooanow-0o00--000--wocor-wvro--oorocooc°oon 


ANTRIM 
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FERMANAGH 
LONDONDERRY 
TYRONE 


s8 - 


EIRE 

SUMMARY 
ENGLAND 
SCOTLAND 

WALES 

NORTHERN IRELAND 
EIRE 
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SCOTLAND (continued) 


KIRK CUDBRIGHTSHIRE 


CROMARTY 


Total 
from 


Radio T 


NORTHERN IRELAND 


€ 


replies 


5 


All enquiries to: Head of Advertisement Department, B.B.C. Publications, Broadcasting Hous: 


tage ot 
rephes 

‘rom 
T 


Percentage of 
Radio Times 
sales 

nes 
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The Triumph of 
THE OUEE 
i fi 
y VU A Ed 


i [ 

-B_HE QUEEN can rightly claim to have produced the finest 
Coronation number of all magazines regardless of price, and to 
have been on sale ahead of all others—within forty-eight hours of 


Her Majesty leaving Buckingham Palace on her historic drive to 
Westminster, 


- 


eat iey, 


It contained more photos, more comprehensive reports, and 
all the colour and regalia and history in one issue. This 180 page 
number bound ina gold metal cover put THE QUEEN ina category 
ahead of all other magazines and gave the finest value both to the 
reader and to the advertiser. 


This magnificent Coronation issue was not an extra, but took 


the place of the issue which would ordinarily have appeared on 


ies June 3rd. The demand for it was overwhelming and taxed our 
} printing resources to the limit. However we published and sold 
over 170,000 copies. 

The advertising rate was not increased, namely £120 for 

if black and white and £180 for colour—unprecedented value for a 

a magazine of such quality. The resulting goodwill to advertisers 
i must be immense, and both agents and advertisers must readily 
Tse agree that THE QUEEN must be top of the list for class media in 


all their future advertising schedules. 


Charles R. Fastnedge, Advertisement Manager 


BURLEIGH 


STREET, STRAND, W.C.2 ° TEMPLE BAR 2794 
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PLANNING THE ADVERTISING CAMP | IGN 


More advertising campaigns are probably planned during the summer than at any other seas: 
It is therefore timely to consider planning problems. The articles that follow discuss vari 
aspects of a subject of the utmost concern to advertisers and agents alike. 

W. A. C. COOPER, in the eighth article in his series on “Launching a new product,” wri! 
on an important stage in the work of a Product Development Committee when it comes 
produce an interim marketing report. 

H. A. B. LEE, space buyer, Rumble, Crowther & Nicholas Ltd., contributes a practical artic 

on present day media planning. 

JOHN WATT, associate director, Pritchard, Wood & Partners Ltd., discusses the relations!) 

between agent and client in the planning stages of a campaign, and outlines the functions a: 

constitution of the joint committee he advocates as a means of ensuring fruitful co-ordination 


LAUNCHING A NEW PRODUCT 8 THE MARKETING PLAN: PART 1 


Blueprint for an interim report on 
| basic marketing policy 


By W. A.C. COOPER, director, Foote, Cone & Belding Ltd, 


AVING spent some time Having assembled a mass of facts, the Product Development their objectives as they now sce 
discussing and investigat- Committee reaches the stage when it should analyse its them. 


ing the problems involved in material and sum up its major findings in a basic policy 


a ae (2) The product 
yg than Devel ae document to provide a springboard for future planning. 


In this section they will detail 

Committee will have assembled This report can be used to inform management of progress, the various types of product the 
a mass of facts and partially to guide the various departments concerned, and as a brict technicians have produced and 
crystallised policy. to the advertising agency. summarise the technical develop- 

ace ak cae ioe tae — and problems yet to be 

‘ : solved. 

thorough analysis of this material ; ; ‘ They should also be able 
and, following this, a summing various policy matters which and consider the form the report yosemy the weeulte of where von. 
up of their major findings in a they have been considering. Until should take and what major toc can of gees jose 
basic policy document which can they actually start putting their points they might discuss in the oat ape ag to — engineer. 
provide the springboard for their conclusions down on paper in report. pres : he oe ee 
oar saeien. precise form, they will not realise produ 5 ve y a to market 

The next stage of their work the number of problems that re- (1) Objectives rd — ly tobe three variants 

; simian : main to be resolved Sete mepeagaer ~ et gts rice: 
will be concerned with the per First they will now be able to If they are clear on one pro- 
strategy and tactics of presenting The statement of agreed policy have a good look at. their 


) duct with, say, two variants, then 
original stated objectives to be they should detail clearly the 
accomplished in launching ‘\¢ product performance characteris- 


their new product to its con- in a clear concise report is one 
sumers and getting them to of the soundest ways of assuring 
accept it, not once but time and _ that all parties represented on the 


“Ww 0 ay be y <e . 

again, until the product is estab- committee are in agreement on el ar aes yg Pe t ond a oes “with — een 
lished strongly in its market. the findings and are quite clear = cither because they have set tt comalico. with respect to 

Ultimately the committee will 0M their responsibilities for  ciohts too high or no! Under this headi 
produce a complete new product future action. f enough | — a — they should 
launching plan for their manage- Further, this report brings It is also possible that in vivir * ai rena rae Blea pace = of 
ment At this stage, however, into closer relation the various research and development rk oon - development with brief 
they should produce an interim factors affecting the product's on the product they have s aan oe 1 at conctusive tests 
report which can - used to in- launching ge | may ra to now, covered something which ( Coneeews, 
form management of the progress ©! necessity, have ren cCOn- = fates complete change 0 . 
of the project, to act as a guide sidered as separate problems—its anich. . , (3) Competition 
to various departments within preparation is a process of inte- The full assessment of the A_ completely frank statement 
the company and as a brief to gration and adjustment which work done so far, whic! eof all types of major competitors 
the advertising agency. The will give to the various fields and — writing of this plan enforce ‘| and the strength and weakness 
preparation of the report will problems so far investigated their also show clearly how far ey of each competitor must be 
serve a further very useful pur- true standing in relation to the have gone towards the nd made; to underestimate competi- 
pose in helping the committee to whole operation. short-term objectives a: it tion is only building up trouble 
clarify their own thinking and Let us go back over the ground remains to be done. 1 cy for the future. 


reach clear agreements on the the committee will have covered will put down precisely ire The more detailed js the 
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SOME VERDI 


KINI SPECIMENS IN 


4 BLACh AND WIITE !  Photo-litho-offset 
x gives you a depth of colour scarcely matched by 
iis any other process. It is not always the least 
expensive process but, with the right subject, it 
; promises distinction and sparkle, rivalling the 
original for beauty and detail. There are some 

P Specimens we would like you to see in black and 

white as well as colour! 


CHARLES 


~& READ 
LIMITED 


Prinier hy / Ho-lilh -o ffset 


27 CHANCBRY LAN! 


LONDON, W.C.2. 


rw 


PHONE HOLBORN 2882 
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analysis of the competitive situa 
tion—-products, share of market. 
advertising and selling methods 
and costs—the more likely is one 
to beat them in the battle for 
the market. 

One very important section of 
this report is that which deals 
with anticipating competitive re 
action to the launching of this 
new product. In their summary 
of the competitive position, the 
committee must realise that it 
may change completely once 
their new product enters the 
market the enemy will not 
necessarily sit stil! 

Therefore, they should do their 
best to estimate what action their 
potential competitors can take. 

Can he the enemy—-bring 
out an improved product, reduce 
his price, increase advertising, 
intensify merchandising  activi- 
ties, take steps to block the 
entry to the market by loading 
up distributors or the consumers? 

Some of these questions can be 
fairly answered if one has a 
sound knowledge of one’s com- 
petitors’ plant, sales force, capital 
resources, raw material supplies, 
because it may be quite obvious 
that he cannot find the means to 
retaliate. 


(4) The market 


Ihe old expression, “There is 
always a first) time” certainly 
applies here the committee will 
have to commit themselves on 
paper to an estimate of the pro- 
duct’s potential market and the 
share that they expect their new 
product to obtain by stages. It 
is certainly not too early to 
attempt this and anyway it must 
be done for purposes of manu- 
facturing and development esti- 
mates; however, they will have 
opportunities to revise these 
estimates after the results of test 
markets have been secured. 

As long as everyone realises 
that these are estimates only and 
subject to revision, too much 
harm cannot be done —it is only 
when some department takes 
these as firm proposals and acts 
accordingly that trouble deve 
lops. 

The same can be said to apply 
to the results of consumer sur- 
veys and the summaries that indi- 
cate the habits of consumers 
when using this type of product 
Users have only, at this stage, 
been asked to try on a placement 
test basis and results may be 
greatly different after a period 
when they have had the oppor- 
tunity of acquiring the product 
by normal purchasing and then 
using it This again is a point 
which can be clarified in test 
markets 


(5) Distribution 


this section should present a 
summary of the type of distribu- 
tion to be obtained, an estimate 
of the time required to reach 


successive stages and the means 
required. 


(6) Pricing 

Recommendations on pricing 
at this stage will be mainly based 
on costings and cannot truly re- 
flect the price the consumer can 
be expected to pay, unless a ver, 
clear idea of the current market 
prices for exactly this type of 
product can be obtained. How- 
ever, these estimates must be 
made for guidance in future 
stages of the operation. They 
should be set out in as much 
detail as possible so that each 
factor contributing to the esti- 
mate can be fairly examined and 
weighed. 


(7) Financing the operation 


The basic questions the com- 
mittee have to answer are: When 
can their management expect to 
see a profit returned on the in 
vestment and on what scale is it 
likely to develop? 

Again, the answers can be a 
rough estimate only but, given 
their sales estimate year by year, 
their manufacturing and distribu- 
tion costs and the price they ex- 
pect to receive, they can estimate 
the return. They will also have 
to state clearly their opinion as 
to the best way to finance the 
whole project--whether it is to 
be a large investment aimed at 
securing a large market rapidly 
or a small scale gradual develop- 
ment possibility 

It is their duty to management 
to state clearly the advantages 
and disadvantages of both 
methods. 

While each section should be 
complete jn itself and make clear 
cut recommendations, the report 
should have a final brief sum- 
mary stating whether the com- 
mittee recommend proceeding 
further with the development of 
this particular product and, if 
so, on what terms. 

Assuming this report has been 
approved by management, the 
committee will then have to pro- 
ceed to consideration of the 
strategy for the actual launching, 
test markets, advertising, sales 
promotion, selling organisation, 
area launching or — full-scale 
national launching. 

Once their investigations and 
deliberations on these phases of 
the operation have been com- 
pleted, they will then prepare 
the Part Il of the marketing 
plan and be able to present their 
Management with a complete 
blueprint of the operation. 

* * ~ 


In the next few articles we 
propose to discuss in detail the 
various projects which they will 
now have to consider and then 
to sum up with the second 
section of the marketing plan 


The next and ninth article will 
discuss at length the question of 
financing the operation, briefly 
mentioned above. 
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Meet 
PERCIVAL 


z 


- EVERY TRAVEL-NEUROTIC, Percival Ribbon needs a crisp, evenly-grained envelope* to tear up on a bus journey, 
In the first traflic-jam (six minutes, south end of London Bridge) he folds his ticket into sixteen, unfolds it and folds it into 
sixteen again. In the next (ten minutes, halfway over) he tears down the folds and showers his knees with confetti. At 
Ludgate Circus (eight minutes) he plays jig-saws, trying to reconstruct the ticket. In the Strand 
(six minutes) he throws it away. 
Percival, in all this, has not been alone. 
But his companions, by the time they reach Oxford Street (twelve minutes, brewery dray wedged 
crossways on), have nothing to tear. A man in front of 
Percival is eating the brim of his hat ; a man behind him 
has fretted the edges of his umbrella into a haze of black 
candy-floss. At Marble Arch (four minutes; a man in 
morning clothes is seen to tear the thumb out of his glove. 
Nail-chewing, self-conversation and other evidences of 
advanced nervous disorders are general, 
But Percy is calm, his fingers working quickly and coolly. When he alights at 
Lancaster Gate he will be able to present the conductor with a master-work in paper 
filigree, delicate as gossamer, representing a rabbit in a bowler hat playing a bass fiddle. 
And it is because his sanity is precious to him that Percival Ribbon, like every travel- 


neurotic, needs a crisp, evenly-grained envelope to tear up on a bus journey. 


* One of the RIVER SERIES for preference. A nice, manoewralle Cam Parchment is perfectly planned for 


Percy, our fictitious traveller. 


There are several features that distinguish River Series from 
ordinary envelopes—their smart modern “Square Cut” 


\ = - 
a meg : appearance—all have generous gumming of flaps and —— RO 
5 ss . 
f wide overlap of seams to provide security —and all are w (REE SAMPLE BINDER 
/ We shall he hted to send ta professio nal and busines heuwws 


our newest inder of River Series envelopes, It will prove 


most helpt ! Jing ul best tor every separate envelope 


or Printer will readily arrange supplies, requir 


River Series envelopes 


THERE ARE OVER 260 diferent sizes and shapes of Manilla, Cream Laid, 


made from British high-quality papers, Your local Stationer 


Air Mail, Cartridge and Parchment env lopes in the ‘ River Series ’ range. 


PIRIE, APPLETON & COLTO+> CHADWELL HEATH MILL ESSEX 
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Advertisement planning Media 


TIVHE complexities of the 

problems facing media men 
have shown considerable signs 
of increasing since the war 

One of the biggest problems 
then was to plan a campaign 
using suitable media, bearing in 
mind the smal] sizes and limited 
frequency available in what 
would normally have been the 
first-choice journals for the par 
ticular product This has no 
reflection on any category of 
media--the pressure on each 
meant that a proportion of the 
appropriation was — transferred 
to second choices, and so on 
down the — scale It applied 
equally as regards frequency or 
period to media other than 
press, though the size of poster 
or cinema slides naturally re 
mained constant, the pressure 
in these cases being on the 
quantity instead. 

It followed that despite rate 
increases, based partly on in 
creased costs and = partly on 
scarcity value, the sums which 
were diverted from national 
media were spent in less expen 
Sive publications, and the 
swollen press schedules of many 
national advertisers included 
many categories of media which 
would have caused a few raised 
eyebrows in the days of plenty 


From Paddington to Putney, from 
St. Marylebone to Southall 
the West End, you might say, to 
Western Avenue and beyond, the 
is the 
most widely read and trusted of 
London Weekly newspapers. 


“West London Observer” 


oldest family newspaper 


lively presentation of the 


Circulation 
22,104 ABC (July - December, 1952) 
THE WEST LONDON OBSERVER 


of London's 

Western Reaches, it 1s valued for its 

news. Use 

it-and you will find that the’ folk 

of the so-called “dormitory suburbs” 
are very wide awake! 
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lo-day the planner again 
has freedom to choose 


Now what of the situation to 
day? 

The most noticeable change 
affecting media planning now is 
the restoration in large part of 
the freedom to choose the 
media which, supported by all 
the known facts of the case, 
and hy the personal knowledge 
and experience of the media 
man himself, appear to be the 
most appropriate to sell the 
client's goods or services 
J} want to emphasise here the 

“personal knowledge and ex- 
perience.” Advertising is not an 
exact science it is, we hope, 
now accented as a profession 

and there can be no guaranteed 
correct answer to the miayjority 
of problems. Indeed, if a num- 
ber of media specialists were set 
the same exercise in planning a 
campaign it is safe to say that 
an equal number of answers 
would be produced. It has been 
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The 


* 16 QUEEN CAROLINE STREET 


GREENFORD 


| By 
| HLA. B. LEB, A.LP.A., 
D.A.A. 


Space buyer, Rumble 
Crowther & Nicholas Ltd. 


who discusses some of the 
complex problems facing the 
media planner to-day and 
stresses that the personal 
knowledge and experience of 
the media man himself renains 
an important factor, despite 
the mass of data now pro- 
vided by readership surveys. 


found in the LILP.A. week-end 
courses that very seldom is the 
same solution propounded by 
more than one syndicate, and as 
the premises are the same in 
each case, it can only be 
assumed that the differing men 
tality and experience of the 
individual are responsible 

It is said, with what truth 1 


~ HARLESDEN Ws 
. 


& a 
1 RICHMOND 
a EAST SHEEN 


KILBURN* 


HAMMERSMITH BROADWAY - W.4 


cannot vouch, that there is a 
tendzney in some agencies to 
adopt a mathematical approach 
to media selection, based almost 
entirely on readership and 
other breakdown figures. All 
this information is recorded on 
punched cards, which are then 
mechanically sorted to the re- 
quired formula, the button 
pressed and hey presto! the 
answer comes out tidily at the 
other end, and there is the 
schedule 

Granted that this is an over 
simplification of the process, and 
a scurrillous exaggeration, but it 
does seem that in some quarters 
there is this tendency to reduce 
the art of space buying to a 
pseudo science of calculation, 
and the role of the space buyer 
to that of an issuer of orders. 

Now, I do not decry the 
readership surveys—they provide 
a tremendous amount of useful 
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Piccadilly Cireus Spectacle 


in Blackpool 
Coronation Year Uluminations 


A limited number of positions are 
available in this sole advertising feature of 


the iluminations. 


Over 3.000.000 visitors 
viewed this display last year 


52 PORTLAND PLACE, LONDON, W.! 
LANgham 2050 


(Ten Lines) 


MEMBERS OF THE SOLUS OF ( ADVERTISING ASSOCIATION LIMITED 
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Are you missing 3 Gq? 
Thousands of 
free sites 


o 


at point- 
of-sale 
gladly 
given! 


A last-minute reminder of your product 


just when the buyer is spending her money. That is how a Redfern 
Advertising Rubber Mat works for you - 


in the shop, on the counter 
itself. These valuable ‘reminder sites* are there waiting for you and 
every one is free. Shopkeepers appreciate attractive and useful Redfern 
Mats and use them continually because they are part of the shop furnish- 
ings. Redfern Advertising Mats can incorporate any 
trade-name, mark or slogan in any combination 
of colours. 
DOOR MATS * FLOOR MATS * COIN MATS 

DARTS MATS * BOWLS MATS 
Write for this folder containing details of 
these permanent point-of-sale reminders. 
They mean more sales for you. 


ADVERTISING RUBBER MATS 


REDFERN'S RUBBER worn«s Limited 
WATLONAL ADVERTISERS’ DIVISION: HYDE: CHESHIRE 


T.P.tos Arthur  pton Sereue 
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information not available else- 
where, but despite the low margin 
of error claimed, they are really 
not the whole answer, and to 
judge from the shouts that go 
up from publishers whose jour- 
nals do not show up well in 
them, they do not have universal 
acceptance for accuracy. In any 
case, they give only part of the 
picture—they are possibly excel- 
lent for products with big appro- 
priations whose first choice of 
media must be the nationals, but 
they take no account of the 
papers which are too small to 
figure in the surveys, but which 
nevertheless have circulations 
which are eminently suitable for 
many campaigns, and indeed 
which cannot justifiably be 
omitted from them 


Small campaign 
hardest to plan 


Ask any space buyer which is 
the more difficult campaign to 
plan--one with an appropriation 
of £100,000, or one of say £3,000 

and the latter will almost in- 
variably get the vote by reason 
of the work involved in the 
assessment of all types of media, 
and the discarding of many 


Let me sum this up by saying 
that the media planner must take 
into account not only all these 
considerations, but also the mar- 
keting problems and the copy 
platform, which can so vitally 
affect the choice of media. The 
converse is also true—a_ timely 
exposition of the media situation 
may well condition the general 
policy to be adopted. The term 
space buyer is, of course, gener- 
ally a misnomer—it is seldom 
indeed that any one individual 
performs only this function. 
Occasionally, however, an effort 
is made to derate him to this 
status—a sort of non-creative but 
unavoidable overhead charge, as 
it were- whereas he should play 
his full part in the team work of 
planning a campaign. 

Apart from this re-discovered 
freedom of media choice, and we 
must remember that it is a new 
experience to those who have 
come into advertising since 1939, 
the basic requirements for suc- 
cessful media planning have 
changed very little, and I should 
list them briefly as follows 


An appreciation of the prob- 
lem. 
Knowledge of what informa- 
tion is available to assist media 
selection, and of the individual 
characteristics of the various 
m 3 
Ability to recommend alloca- 
tion of appropriation. 
Planning the date schedule. 
Now to amplify this list 
Firstly, an appreciation of the 
problem involves a knowledge of 
the marketing and copy policy, 
which as suggested earlier, must 
be interlinked with media policy 
The media man should always 
attend the policy meeting, so that 
he will know the full purpose of 


the campaign. First-hand infor- 
matjon is usually to be preferred 
to subsequent briefing, and in 
addition he will be able to place 
his knowledge at the disposal of 
the meeting. 

Secondly, the information 
available. Quite obviously it is 
impossible to memorise every- 
thing, but it is important to know 
what is available and where it is 
to be found. If you are asked 
at a meeting for some specific 
piece of information, and you 
don’t know the answer, don’t try 
to bluff your way through unless 
you are an inordinate (and suc- 
cessful) gambler. You may get 
away with it sometimes, as prob- 
ably few will be able to dispute 
your answer, but Nemesis will 
overtake you one day. All the 
sources Of information are too 
numerous to be listed here, but 
they include promotion matter 
issued by media owners, reader- 
ship surveys, circulation figures, 
directories of advertising media, 
lists of cinemas, transport adver- 
tising facilities and so on, All 
these are factual, or as factual 
as human endeavours and human 
fraility can make them, but they 
are no substitute for personal 
knowledge and experience which 
can only be built up with time 


Clients should 

know the reasons 

Under this heading, it is per- 
haps appropriate to include a 
note on the presentation of the 
media plan. It is becoming in- 
creasingly desirable to present 
concerted plans of campaigns to 
a client, and a reasoned explana- 
tion of the thoughts behind them. 
There is enormous scope on the 
media side for this, in the form 
of well presented graphs or 
charts, without recourse to win- 
dow dressing for its own sake, 
which by unnecessary detail may 
hinder more than help. A few 
words of explanation as to why 
paper A has been chosen instead 
of paper B, or why posters or 
cinemas have been preferred to 
either, will crystallise the thoughts 
of the media man, and if a 
reasonable filing system is 
adopted, may prevent him from 
giving a diametrically opposite 
view next time. 


Allocation of 

the appropriation 

It is somewhat difficult to 
analyse the third heading regard- 
ing the allocation of appropria- 
tion, or to suggest any unfailing 
method for dealing with it. It 
is to a considerable extent depen- 
dent on the conclusions drawn 
from the appreciation of the prob- 
lem: the general presentation 
may not be suitable for certain 
types of media, while conversely 
there may be a shortage (possibly 
temporary) of the media envis- 
aged in the preparation of copy. 
We come back to a restatement 


(Continued on page 604) 
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A Word 
In Your Ear 


from se au 
ERNEST PEARL AN Pe 


chairman of 


PEARL & DEAN LTD 


SCREEN ADVERTISING 33 DOVER STREET + LONDON WI 
MAYFAIR 7494 


Gentlemen, 


I write this 'progress report' from the centre of a storm of activity. 
We have here a mess of decorators, a gurgle of plumbers and some really ripping carpenters - 
all of whom are busily transforming 33 Dover Street into the ideal home for Pearl & Dean Ltd. 


Yes, I said the ideal home! After spending more years than we care to think 
about in the screen advertising business, my colleagues and I have strong ideas on the subject. 
Briefly, what we have planned is the housing of every essential department under one roof. 

Not a very startling idea, but believe me it's quite unique to screen advertising. The way we 
have planned 33 Dovar Street, our technicians will only need to go outside the building for 
those productions which call for exterior shooting or for facilities from a feature film studio. 
Studios, preview cinema, executive and creative suites, cartoon and seneral animation studios, 
cutting rooms, film vaults, distribution and independent exhibitors liaison sections, national 
and provincial sales and accounting departments - they are all here in a single building! 


Besides this lay-out which has been designed to harness - with maximum 
efticiency - the experience and talent of our executives, technicians and artists, we have 
the exclusive ecreen rights of every cinema on the powerful A-3.C. circuit. This agreement, 
recently concluded with A-B.C., has at last enabled British screen aivertising to become a 
truly national advertising medium. 


This, then, is our position: the alterations and renovations are right on 
schedule and despite all noise, our staff is handling an enormous vo!ume of business. The 
ABC screens - reinforced by our friends, the independent exhibitors - are spreading the power 
of national screen advertising. In short, we are demonstrating that Pearl & Dean Ltd. really 
mean business = bigger and better business! If we can help you tows is the same objective, 
please do not hesitate to get in touch with us at 33 Dover Street W. - Phome MAYFAIR 7494. 


Yours sincerely, 


Erol Ves 
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HOLDS SUPREME 


YOUR SALES 


RATE 
21) 


SINGLE COLUMN INCH 


BOLTON EVENING 
NEWS 


POSITION IN ITS AREA 


TELL THE READERS 
ABOUT YOUR COM- 
MODITY AND INCREASE 


TILLOTSONS NEWSPAPERS LTD. 


It IS THE SHOPPING 
GUIDE TO PEOPLE 
WHO SPEND FREELY 


A.B.C. NET DAILY SALE 


82,461 


COPIES 


in itself ! 
THE 


HOME COUNTIES 
NEWSPAPERS GROUP 


CIRCULATING THROUGHOUT 


BEDS 
HERTS 
BUCKS 


A.B.C. NET SALE 


over 126,000 copies 


PER TRADE 
$/COL 4 c ae «(FLAT 
INCH RATE 


Represented in London by 


WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 


Head Office : 
MANCHESTER STREET, LUTON 
Phone : Luton 5050 


Advertisement Manager: C. W. Gilder 


MEALHOUSE LANI 6 ARLINGTON ST. 
BOLTON LANCS LONDON i PP 
Telephone: Bolton 1993 Ieciephone: GRO. 5220 
Advert. Manager. Wim. Sheppard London Manager: C. A. Miles 
THE 
~ | 
A Campaign | PHOTOPRINT 
COMPANY 


SMALL or LARGE 


quantities of 


COPY NEGATIVE 
PHOTOGRAPHIC PRINTS 


All sizes up to 15” x 12° 


PHOTOGRAPHIC SHOWCARDS 


and 


REPRESENTATIVES ALBUMS 


13 CHEPSTOW ROAD 
CROYDON - SURREY 
Tel. CROYDON 4616 


fact photography 
advertising 


FULL COLOUR FACILITIES 
Official Photographers to the LONDON ZOO 


26a BREWER STREET, W.! 
GERRARD 6665 and 5868 
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How ua client-agent 
planning committee 
should function 


By JOHN WATT, 


{ssociate direc lor, Prit hard, Wood & Partners Ltd. 


One practical way of obtaining utmost co-operation between 
agency and client is to set up a joint marketing or planning 


committee. 
constitution and function, 


TIVHE status and role of the 

advertising agency Vis-a-Vis 
its clients has undergone some 
fundamental changes during 
recent years. The planning of 
advertising itself has become 
much more scientific and 
rational, owing in large part 


to developments in mar- 
ket research techniques and 
methods of media selection. 


An agency can now go to its 
clients with a much more rea- 
soned case for its proposals 
and is therefore not nearly so 
dependent on the eloquence 
and showmanship of its repre- 
sentatives alone for getting 
these proposals accepted 

The greater ability of adver 
tising to plan its own processes 
and functions has had two im 
portant effects on the relation 
ship between the agency and the 
‘other side of the fence” (on the 
agency side I include the adver 
tising manager who, without pre 
judice to the loyalty he has to 
his parent firm, is first and fore 
most the representative of 
own profession) 


his 


Not to be turned 

on like a tap 

The first is that the exponents 
of advertising are without reser 
vation recognised as people with 
a particular skill which is every 


bit as mmportant to the client's 
orgamisation as that of his de 
| signers, technicians or salesmen 

The second is that with this 
new-found respect there has 
come the realisation that adver 
ising is not something to be 
turned on like a tap and ex 
pected automatically to fill the 


coffers of its own accord, but that 


it is a foree which can only be 
used to the fullest advantage if 
its handling is closely co-ordi 


nated with all the other elements 
which go to make up the whole 
operation of marketing 

How can this changed attitude 
to advertising be turned to the 
best account in the association 
of an agency and its client? 


One practical method, al 


Mr. Watt outlines what he considers should be its 
and gives reasons for his views. 


ready being used to good effect 
in many uistances, is to setup a 
special joint committee—call it 
a marketing or planning com 
mittee if you like—whose com 
position includes, on the client's 
side, representatives of the three 
basic elements — production, 
sales and advertising. 


Ideally the managing director 
of the client organisation 
should be in the chair, so that 
these three elements can be most 
effectively co-ordinated 

Agency representation will de 
pend on the particular type of 
structure it employs. Normally 
it would include the account 
director, account executive and 
the director or manager of the 
creative department or group 
concerned 

Large committees are ana- 
thema, and especially so in ad- 
vertising, so. strenuous efforts 
should be made to keep the total 
number of members down to a 
mirumum consistent with the 
authoritative representation of 
the various interests. Six people 
or eight at the outside, should 
be quite enough. In any case it 
S$ an easy matter for either side 
tO co-opt appropriate specialists, 
whenever the technicalities of a 


particular problem prove too 
much for the permanent mem 
bers. 


What are the objects of such 
a committee and what should be 
its terms of reference? 

First it provides a forum in 
which advertising policy can 
be reviewed in relation to al! 
the other asnects of a business 
and with all the issues placed 
fairly and squarely upon the 
the table 

Secondly, it enables plans to 
be formulated with the full 
knowledge and understanding 
of all the interests represented 

Thirdly, it forms a clearing 
house for the exchange of in 


formation and ideas on any 
matter which might have a 
bearing on the activities and 


fortunes of the client organisa 


tion concerned 
To state them briefly then, the 
terms of reference of a marketing 
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Let AUTOTYPE (fell it by PICTURE 


Autotype ha ad 85 years’ experience in pro- 
ducing phot: .phic enlargements of all kinds 
in all sizes. | 0-day the Autotype service has 
developed ini) the following broad divisions, 
giving the ‘most resources to advertising 
manager, desivncr and display producer. 


ENLARGEMENTS IN MONOCHROME 
IN ANY SIZE 


Clear an heal reproductions of the original, using only 
fir st-erad le papers. 


GIANT ENLARGEMENTS 


up to 8 t in one piece no limit to the number of 
ay available 534 inches wide. 


ENLARGEMENTS IN COLOUR 


beautifull ured by hand, with richness and depth, really 


““true-to * In any size. 


COLOUR TRANSPARENCIES 


jor rear i/iwmination, Excellent eye-catchers in any display 
Land prodiuwcd in natural colours, they never fail to secure 


attention 


The Autotype Company Limited, Brownlow Road, West Ealing, London, W.13 EALing 2691-2-3 


|, THE SAME advertisement to different sizes ; 
REDUCTION producing photoprints; making a litho plate for the “office offset”’; 


facsimile copying, whether a singleton or a long suit; 


MULTIPLICATION all these jobs, and more, are easy, quick and inexpensive with 


your Mervac. It really is a most adaptable member of your staff — 


always ready to cope, and needing no expert to operate it. The small space 


it occupies wi obably become the most | 
p ll pr bably become ¢ ( ee \ 
‘ — , \ 
productive few square feet in your office. ‘ \ 


Let us advise you which model you shou)! have 


Grant Production Co. Ltd., 4 Rathbone ! lace, he | a 


London, W.1 (Museum 871° 


Little larger than a_ filing 
cabinet, easier t0 work than a 
typewriter This model is the 
Mervac Copier worth an 


e 
e vel $a i € extra trump to you 


Tisburys 
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Every time’ and fall the[time Furnishing World 
carries weight with the trade buyers of the 
furniture and furnishing trade. 

Furniture, Bedding, Upholstery, Furnishing Fabrics 
and Materials, Carpets and Rugs, Machinery and 
Equipment, Timber, Accessories in Wood, Metal and 
Plastics, etc., are some of the commodities for which 
this journal is the right—the obvious—advertise- 
ment medium. 

Its lively up-to-the-minute service of news and 
factual articles reaches readers one day ahead of 
any contemporary. Now in its 22nd year, 
Furnishing World has the largest pre-paid sale of 
any journal in its field. 

A monthly art paper supplement provides advertis- 
ers with the highest quality rendering of texture or 
colour. 

For specimen copy, rate card, or further informa- 
tion apply to the Advertisement Director 


Furnishing 
World 


180 FLEET STREET,LONDON, E.C.4. CHAncery 8844 
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® CLIENT-AGENT CO-OPERATION—continued 


committee could be on these 
lines 
To discuss the broad strategy 
of production, sales and adver- 
tising. To co-ordinate plans in 
light of the requirements of all 
these activities. To observe 
trends and to exchange infor- 
mation and ideas, 


One word of warning! Under 
no circumstances should the 
committee get mixed up in adver- 
tising detail. The interpretation 
of the committee’s deliberations 
in terms of media and copy is 
the proper function of the adver- 
tising manager and the account 
executive, who between them 
should be quite capable of ensur- 
ing that the advertising which 
appears is “on the ball.” Apart 
from that no holds should be 
barred, no facts concealed and 
nothing deemed unworthy of a 
place on the agenda, 


In addition to its more material 
benefits, a committee of this sort 
has several by-products which 
can serve to promote a better re- 
lationship between client and 


| agency. It enables each party to 


gain a clearer understanding of 
the other's problems than can be 
obtained from any amount of 
correspondence, memoranda or 


, even visits of inspection. The 


greater this understanding, the 
easier it becomes for each to 
appreciate the other’s skills and 
equally to discuss each other's 
limitations without engendering 


| Suspicion or hostility. 


Most important of all perhaps, 
by ensuring that all sides of a 
business are in the picture, it 
also ensures that what is done is 
the responsibility of all; that 
praise for success or blame for 
failure are equally apportioned, 
and that in consequence every- 
one regards each other as a mem- 
ber of a team. 


What justification is there for 
a marketing committee in addi- 
tion to normal advertising con- 
tact through the usual channels? 
Does it not mean a further en- 
croachment on the time of busy 
people who would be more 
profitably engaged at their 
desks? The answer to my mind is 
quite unequivocal. 


One can imagine the fate of a 
military campaign in which each 
individual element was left to its 
own devices and its own resources 
to reach the common objective- 
especially if some of them were 
not very clear what that objective 
was! The analogy may not be 
very original, but surely the cam- 
paigning of any business should 
be planned and prosecuted with 
just as much unity of purpose 
and co-ordination of effort as 
that required in its military 
counterpart. It may not be deal- 
ing with lives, but certainly ijt is 
dealing with the livelihoods of 
all connected with it; it may not 
be fighting with lethal weapons, 
but it js handling money and re- 
sources which can be equally 
potent in their own way. 


® THE MEDIA PLAN TO-DAY from page 600 


of one of the basic thoughts run- 
ning through these notes, that it 
is only by weighing all the cir- 
cumstances, backed by personal 
experience, that a suitable answer 
can be reached. It is perhaps 
rather unsatisfactory to leave it 
like this, but there is no known 
formula to work to, 


Date schedule 
the Cinderella 


Fourthly, but of equal impor- 
tance, is the planning of the date 
schedule. This is often the 
Cinderella of media, but it is a 
subject to which great attention 
should be given. Freedom of 
choice of dates is now back with 
us to a large extent, and it is 
hoped that it will be fully restored 
soon, after a long period of taking 
pot-luck. It is vital that all forms 
of media should be interplanned, 
which needs a_ considerable 
amount of ingenuity, and the co- 
operation possibly of several 
separate sections in large agencies. 
If, for instance, a new product 
is being launched, it will probably 
be necessary for all the various 
forms of media to go into action 
simultaneously. It may be neces- 
sary to carry out regional cam- 
paigns in successive areas to sup- 
port peripatetic sales forces, which 
will involve the use of local 


media for short concentrated 
periods with national media 
either providing general cover or 
being entirely excluded. 

There is pressure at times to 
arrange all insertions in the press 
for Fridays, on the grounds that 
as Friday is a fairly general pay 
day, there will be an instant sales 
reaction, and the shops will be 
thronged by eager purchasers on 
Saturdays. This seems to be the 
negation of the general theory of 
advertising, which is a continu- 
ing process of education, and one 
not expecting instant results in 
the majority of cases, although of 
course there are exceptions to 
this. It is, I think, reasonable to 
stagger insertions at fairly regu- 
lar intervals throughout a cam- 
paign, unless there are particu- 
lar reasons for certain dates. For 
household products it is as well 
to avoid such dates as Bank Holi- 
days, while seeking them for 
goods with an open-air accept- 
ance. 

On the question of interplan- 
ning of the various forms of 
media, it may well be found ad- 
visable to concentrate posters and 
film expenditure into — short 
periods if they cannot be afforded 
for the whole campaign. 
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Photograph by A. W. Bellingham 
on hodak P 1200 plate 


Congratulations 


to A. HW. Bellingham 
of Barratts Photo Press ltd 
and Stanley Devon 
of Sunday Graphic and hemsley Newspapers Ltd 
on their outsionding photographs 
of the Cor tron Ceremony 


in Wes uster Abbey 


ca 
KO >AK urp 


Photograph by Stanlr, evon on Kodak P 1200 plate. 
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HAVE YOU SINISTER DESIGNSP 


Confess— you would rather like to liquidate a 
few clients, wouldn’t you ? Nag about costs, 
don’t they ? Well, give ‘em Celotex ! That’s 
right — use Celotex Industrial Hardboard (we'll 
us tell you why in just one moment) in all your 
designs and everyone will be happy. Celotex 

can be used over and over again. You can have 

it bent, nailed, screwed, stuck, hack — pardon, 

sawn, just like wood. Decoration is perfectly 
RS quick and straightferward. Use Celotex for 
} partitions, walls, counters, doors, display panels, 
cut-outs everything ! Available in economic 
easy-to-handle sizes -4’ 0” wide and up to §’ 0” 
in length. And just look at the price— 


30s. Od. per 100 square feet 


CELOTEX 
BB inoustriat HaRDBOARD 


ee 


Write or ‘phone the Industrial Sales 
Department for further details and samples 


MADE IN ENGLAND BY CELOTEX LIMITED 


NORTH CIRCULAR ROAD, STONEBRIDGE PARK, N.W.10 TELEPHONE: ELGAR §717 
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BASES FOR RESEARCH 2 


Only sound research 
basis is the home 
as the ‘consuming unit’ 


asserts W. HOWLETT. 


director, Paul E. Derrick Advertising Agency Ltd 


NY consumer or market 

survey having as its basis 
for calculations total popula- 
tions, total dwellings, occupa- 
tional groups, or a combina- 
tion of these factors derived 
from official sources must, in 
my view, be based on a high 
degree of guesswork. 

If conducted jn Great Britain, 
any such survey that has for its 
basis 37,000,000 persons of 16 
years of age and over has in 
cluded in its calculations a large 
percentage of the 2,404,300 per- 
sons in non-private households 

The last Census figures give the 
following information for Great 
Britain 

Total population 

Persons 1S years of 

age and under 

Persons 16 years of 

age and over 37,217,300 

These figures include persons 
in non-private households as 
follows 
Hotels, boarding houses 

nent holiday 
Educational establishments and 

children’s homes 
Civilian hospitals and 
homes 
Institutes for 
deficient 
Homes for permanently disabled 
or aged 
Miscellaneous 
iishments 
Places of 
police 
Defence: 
naval 
hospitals 

Civilian ships, boats, barges. et 


Others including campers, 
vagrants, et 


48 840.700 


11.623,400 


perma 
camps, ek 35.9) 
122.000 
nursing 

377,100 
mentally ill or 
221.500 


67,000 
communal estab 
201,500 
detention Borstals 
stations 
establishments, including 
ships and service 


26,500 


01,200 
47.200 


4.000 


Total 2,404,300 


It is obvious from these statis- 
tics that a large number of per- 
sons in non-private households 
are housed, fed, clothed and 
otherwise regimented and that 
many advertised lines and other 
goods are supplied to them via 
the tender form or by some other 
form of bulk purchase, where 
price is often the criterion 

In such instances only those 
few who control the buying are 
of consequence 

Any consumer or media survey 
conducted in Great Britain which 
has for its basis 14,481,500 house- 
holds has included in its calcula- 
trons 

2.449.400 households where 
piped water is either shared or 
not available 


or 1,125,200 households where 


Slee ee eee eee ee eee ee eee eee eases ee eeesereeee 


In his first article, on April 30, 
Mr. Howlett pleaded for more 
accurate bases for market re- 
search in the retail trade field, 
and argued that the necessary 
facts could not generally be ob- 
tained from published statistics. 

Here he exoresses the view 
that much consumer and market 
research is based on a high degree 
of guesswork, and asserts that 
actual field work is called for to 
obtain a sound basis of informa- 
tion about people in the home, 
which is the consuming unit. 


4 > 4 


either 
Stove 1s 


the cooking 
shared or 
available; 

or 1,849,900 households sharing 
or without a kitchen sink 

We also learn from the last 
Census that there are over two 
million households without the 
exclusive use of both stove and 
sink; almost S$ million house 
holds without a fixed bath; and 
over 34 million households 
either sharing or without a water 
closet 

Many advertisers will consider 
a large proportion of these house- 
holds as being a very restricted 
market 

Providing the population § or 
household basis is correct and 
providing also that a product, 
publication or service has a wide 
distribution over all areas, as well 
as over age and income groups, 
then sound field work wil! enable 
final estimating with a fair degree 
of accuracy. But such instances 
are very rare. 

If. as is the general case. the 
distribution is not uniform, either 
in relation to social class or area, 
then it is impossible to formulate 
accurate estimates without first 
possessing an accurate analysis of 
the whole population. 

| have seen numerous bases 
for surveys among the public. 
usually the result of studies by 
statisticians, covering occupa- 
tional groups, income groups or 
dwellings. I have seldom seen 
one which excludes the mentally 
deficients and criminals; seldom 
one which indicates the limita- 
tions of the household basis as 
shown above. I have seen sur- 
veys which include retired people 


Stove 18 
no cooking 
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Your Silent Salesmen/ 


Astra’ Tvansters ave the answer 


@ BRILLIANT 
@ PERMANENT 
@ ECONOMICAL 
@ EASY TO APPLY 


@ ier US QUOTE YOU 


For specimens, designs and 


quotations, write or phone 


ASSOCIATED TRANSFERS LTD., 43 Avenue Chambers, Southamp 
Telephone: Holborn 9082 8141-2 


ASSOCIATED TRANSFERS LTD. 


Window Transfers and Pelmets, Bus-back and Transport 
markings. Brilliantly coloured—eye catching—*‘Astra’’ 
Cellulose Watersiide Transfers are doing their job 
the vital link with your product at point-of-sale. Use 
this practical method to promote bright selling aids 
To make your mark. Transfers are the easy way of 
brand-marking your products. Also for industrial 
markings including decoration 


Row, London, W.C.1 


TIBBENHAM PUBLICITY LTD. 
244 HIGH HOLBORN, LONDON, W.C.1 


ADVERTISER'S WEEKLY 


Stee 
"Cun Paoouciiny, 


oe 


HOLborn S074 (3 lin 


| 
URGENTLY 


WANTED 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


NOTICE 


CLAUDE-GENERAL NEON LIGHTS 
LIMITED draw attention to the fact that 
they are the owners of the rights for the 
Advertising and Display field — under 
BRITISH LE TIERS PATENT NO. 457486, 
which covers certain high efficiency neon- 
filled luminescent tubes using zinc silicate 
and/or calcium tungstate phosphor, and that 
they and the Patentees, THE GENERAI 
ELECTRIC COMPANY LIMITED, intend 
to take all steps necessary to protect thei 
own rights and the rights of their licensee 


BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 
E. J. HARRISON LTD. 


FOUNDRY - MILL GREEN ROAD - MITCHAM 
Telephone : Mischam 2231-1881-4084 Telegrams: Destroying, Mischam 


under this pal 


thereof. 


An Interdict rests 


Patent, and in 
and sale of tu! 
ments — therein 
granted by th 
firm of  sign-! 
Infringement * 
are also pend 


ut against infringements 


iming infringement of this 
iruicular the manufacture 
embodying the improve- 
lescribed, was recently 
cotush Courts against a 
ers in’ Glasgow. Other 
ms in the English Courts 
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...or stands 
on its own 


THE BROOK PROJEC- 
FOR will fit’ neatly into 
your exhibition or show- 
room plans, occupying only 
3 ft. x 2ft. 9 ins. floor space 
It shows up to 40 minutes 
of sound film in daylight 
with automatic repeating, 
or push-button control. 
A brilliant, steady picture 
is obtained, with high 
quality sound reproduction. 
The equipment is available 
on hire or for sale. 

Please write or “phone for 
further information. 


SOUND-SERVICES LIMITED 


269 KINGSTON ROAD 


An associate of the Film Producers Guild. 


LONDON swig TELEPHONE LIBERTY 4291 


S.1€ 


Silk Screen Printing 


DISPLAY ~ SHOWCARDS - POSTERS 


MERCURY DISPLAYS LTD 


Head Office 


171 NEW BOND STREET W.1 Tele: GROSVENOR 871! 


Works 


EASTWOOD STREET, S.W.16 Tele: STREATHAM 4595 


Technical articles of real interest to engineers 
and executives appear regularly in the new 
monthly Mechanical World. If your products 
appeal to the Engineering Industry, send for 
free specimen copy and rate card. 


= Mechanical World 


ENCINEERING RECORD 


Published monthly in London and Manchester 
Emmott & Co. itd, 50 Temple Chambers, Temple Avenue, E.C.4 
Manchester Office : 3) King Street West, Manchester 3 
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@ Bases for Research 


continued 


analysed into socio - economic 
classes but have been unable to 
discover the source of such in- 
formation 
The basis used by some re 
earch workers relies largely 
upon occupational groups, The 
issumption is, of course, that all 
people within a particular group 
have the same social and econo- 
mic status. This is absurd. For 
instance there are no Statistics to 
show how many journalists there 
are holding well-paid positions or 
how many are at the other end 
of the scale with seldom a 
shilling in their pockets. I know 
of no source which could pro 
vide information of the private 
incomes of clergymen or how 
many are on the verge of poverty. 
For commercial purposes one 
can discount both the Social and 
Socio-Economic groupings = set 
out in Part | of the 1 per cent 
Sample of the 1951 Census. ‘To 
quote the official statement 
the grading js no more 
than a convenient re-arrange 
ment of occupational unit 
groups and must not be con 
sidered as if it were a separate 
classification of individuals.” 
Income Groups have never 
formed a sound foundation for 
calculating the numbers of per 
sons in each = socio-economic 
class, and this is particularly the 
cause in these days of high taxa 
tion There is) no indication 
from Income Tax statistics of the 
real living standard of the vast 
numbers who are spending capi- 
tal and profits from transactions 
not subject to income tax 
Dwellings have sometimes been 
used as the basis for grouping 
families into sOCLO - economic 
Unfortunately the in 
formation disclosed by official 
statistics is of restricted value in 
forming such a basis. For in- 
Stance a five-roomed dwelling 
could be a luxury flat at a rental 
of £1,000 per annum or it could 
be a squalid dwelling in a back 
street let at less than £25 per 
annum 
If the 


classes 


basis is 


inaccurale, 


Plan ad. budgets 


The value of planning advertis 
ing budgets five years ahead was 
stressed by R. P Wagne: advel 
tising manager, Westinghouse 
Electric Corporation, when he 
lately addressed the Atlanta Ad 
vertising Club 

‘Advertising is too necessary a 
part of our selling strength to be 
indulged a little more, a little 
less—depending upon the pres- 
sures of the moment. Advertis 
ing people fight too hard for this 
years budget and not hard 
enough for five years hence.” 

He made five suggestions for 
raising profits by helping to lift 
sales volume 

Advertising must be related 
to specific marketing objec- 
tives, it must serve as a 
marketing road map 
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then even if the cross-section is 
sound and the field work well 
performed, the fina] calculations 
will be as inaccurate as the basis 

I contend that the only sound 
method of constructing a basis 
for consumer and media research 
is, as in the case of trade research 
hy actual field work; that any 
organisation undertaking research 
must take their own medicine and 
know the field of their activities 
by actual contact, and not expect 
to establish such vital informa 
tion by book-work. theories and 
wuesses 

Most market and media re 
search js conducted for the pur- 
pose of providing sound informa 
tion upon which production 
sales and advertising executives 
can formulate future plans. Any 
survey designed to assist these 
executives should have for its 
basis the “consuming unit” most 
applicable to the majority and 
this “unit” ts undoubtedly the 
family, meaning “the home and 
the people in it.” 

The advantages of taking “the 
people in the home” as a basis 
are numerous. Here are some of 
them 

(a) The unit js one which can 

be accurately classified by 
inspection, evaluating by 
size of house, general sur 
roundings and upkeen 

(b) By photographing types of 

residences it permits a 
visual understanding in 
place of nebulous factors 
ic) It enables a breakdown of 


sOoc1o = economic classes 
readily understood hy 
sulesmen and = by | field 
workers 


(d) It is applicable to the entire 
country 
(ec) It enables a practical count 
to be made in place of 
theoretical statistical analy 
sis from sources” which 
were never designed for 
Market Research purposes 
Ihe only disadvantages | have 
discovered are that it takes a long 
time and costs a great deal of 
money to provide such a basis 


> years ahead 


Advertising departments 
must be operated as a business 

not merely by 
xeniuses , 


“creauve 


Advertising must be in 
creased when sales fall off 
Spending for promotional! 
activity had to bear its proven 
relationship to the total cost of 
selling 
Advertising must be inter 
preted to the company’s sales 
staff 
When sales declined, said Mr 
Wagner, enough should be spent 
for a company to hold its market 
in the face of rising competition 
The amount of the expenditure 
will depend upon what the most 
successful competitors are 
doing.” 
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i wre 
Show-business is as old 


as Barnum, as new as 
TELEVISION 


The Granada Theatres Ltd has an unbroken record of success in what is 
happily called “show-business.” The Company is engaged in selling these 
kinds of entertainment to the public: films, ballet, ice revues, variety 
shows, symphony conceris, stage plays and pantomimes. The general 
level of the entertainment is good; good enough to induce over 32 million 


people to pay their money each year to enter a Granada Theatre. 


With this record behind it The Granada Theatres Ltd has applied to 
the Postmaster General for a licence to operate a commercial television 
station. 


Because the Company has the necessary know-how and show-how it 
believes that it will both entertain the public and satisfy the advertiser; a 


feat that people of less experience might find difficult. 


Advertising agencies who want to know on behalf of them cients more 
of the plans of The Granada Theatres Ltd can get all the availa informa- 


tion from its Television Division 36 Golden Square, London, \ 
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STUART LEWIS looks at this 
month’s posters and asks: 


Should one be 
bookish about beer? 


OW LITERARY is the 

average beer drinker’ Is 
he sufliciently in love with the 
language to stand on a pave- 
ment and read a posterful of 
polished prose? 

In using a_ vintage “This 
England” job for some of their 
outdoor sites Bass and Worthing- 
ton have demonstrated a great 
faith in the cultural appetite of 
their customers, | saw this poster 
the other day in a dismal London 
thoroughfare whose only virtue 
is that it leads from somewhere 
to somewhere else; and | won- 
dered how many passers-by 
would actually stop and plough 
through the copy. 

“He who plants an avenue of 
trees, cannot, in the nature of 
things, hope to enjoy them in 
their grandeur—he plants them 
for England...” 

So the copy begins, in the 
pleasant, academic tone of the 
prize essay; and on it goes, 
smoothly and sweetly, to point 
the analogy between tree-plant 
ing and the long-term view of 
craftsmanship. 

“We, too, must keep the tra- 
dition of the thing well made, 
that our children's children may 
be beholden to us... 

Fighting words, to be sure; but 
even the most erudite beer 
drinker, who holds his glass to 
the light and talks learnedly 
about “condition,” might find the 
passage hard to swallow. Does 
he really believe that Bass are 
thinking of future generations 
when they brew his beer? Does 
he care? Does he look further 
ahead himself than the next 
powerful pint? 

All this, | know, is bordering 
on sacrilege. It no doubt reads 
like a hideous attempt to wreck 
the Temple of Prestige and 
undermine its ancient founda- 
tions. Yet it seems to me that 
the foundations are already ex- 
tremely insecure, if not crumb 
ling. 


STANDS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 


TEMPLE BAR 2468 


days are the classes. But what 
people who read this sort of copy man, marching intently 
and respond to its tweedy atmos- his local pub? 
:, so redolent of the Senior to read _ this 


plain 
towards 
pause 
however 


and the older smoothly written, when he meets 


school of leader writing? it on a poster 

Maybe, when displayed on the _ street? 
railway sites where it first ap- Frankly I doubt it. 
it can still do a good how very much easier and more 
softening-up job on the educated — effective it is 


Chis England bots 


fronted by it on a crowded street? 


-—4 


crowded 
Besides, 


bottle 


Will the average beer drinker pause to read this wording when con- 


JUNE 18, 1953 


The script on this poster is re- 
produced too small to be read 
from a distance. 


being poured and to say quite 
simply (as Bass have already 
done): “Mind how you pour it 

it's a vintage beer.” There you 
have subtle snob appeal backed 
up by a strong product story. 
Ihe combination is unbeatable. 

# * ¥ 


OME POSTERS (ike — the 

“This England” series) are 
designed almost exclusively for 
railway platform and cross-track 
sites. Elsewhere they lose their 
impact, becoming as weak and 
semi-visible as a magazine page 
viewed from the other end of a 
conference room. The current 
poster for the Business Efficiency 
Exhibition very nearly falls into 
this class. It is a lively job 
which draws an amusing visual 
analogy between the silhouette 
of Olympia and that of a bee- 
hive--complete with bee. But 
the explanatory wording, a hive 
of new ideas at Olympia, Lon- 
don, is in a rather narrow script 
and is reproduced too smal! to be 
read with ease from a distance of 
more than 30 yards 

If the advertising value of a 
poster can to some extent be 
measured (as I think it can) by 
the distance from which _ its 
message or meaning is clearly 
seen, then this poster fails to pull 
its full weight. 

* 7 * 
VERYTHING goes’ with 
H.P.” is a good workable 

slogan and the new H.-P. Sauce 
poster illustrates its double 
meaning by showing a contented 
small boy with a_ well-scraped 
dinner plate. 

What a pity, however, that the 
boy is a mere rubber stamp, the 
quintessence of all the boys who 
have gorged their way through 


FOR ENTERPRISE 


ORIGINALITY & EFFICIENT 


SERVICE 


Generel Manager: GL. McLELLAN 
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The salesman who 
can be in 100 places at once 


He can be here, there and everywhere, when sion on no less than 80°), of the adult popula- 
you advertise on posters. Where people live, tion! If you have business in the Mills & 
where people work, where people shop— Rockleys Region, there is a network of 
delivering your message. well-designed, well-placed sites, and several 
A representative display is seen 10, 20, 30, 40 —- watertight areas in which you can carry out 
and more times each week. This way ithas been accurate merchandising and advertising test 
proved that you make a telling, se//iing impres- campaigns. 


é a 
— & ROCK 7 planned poster advertising 


POSTER DISPLAYS IN AND AROUND 


Bristol, Cambridge Cheltenham, Coventry, Derby, Doncaster, 
Gloucester, Hull, Ipswich, Lewester, Luton, Mansfield, Northampton 
Norwich, Nottingham, Oxford, Peterborough, Taunton, lorquay, 
Weymouth, Worcester and 1§0 other towns, 


MILLS & ROCKLEYS LTD. 21 QUEENS ROAD, COVENTRY 


MEMORY TEST 


Do you recognise what products these 

slogans represent? 

0 OHL oster | ... iS good for you. ... please! Ah! . 
That's... that was. Night Starvation. You 

can still go shopping with a penny. 


For sites worthy 


Yes, Poster Advertising has made them easy 
Consult for you to remember. There are hundreds 
of others but then there are also hundreds 
of other products that have not yet applied 
the power of Posters and could usefully do 


Sheffields § ° 


Limit Sheldons know there 1s no better form of 
publicity for vetting a product known 
Their 112 years experience can be a great 


Publicity House Cornwall AY; | help to you in planning either a National 
ys . 


or area Campa! 


Se dons Itd 
Phone: Central 3784-5 | ‘liked 1840 


SHELDON HO » QUEEN ST., LEEDS, 1. 


Birmingham 
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| Dain the 
3D man 


sa 
The printing of 


PERFECT 

ROUNDNESS 

IN SPACE 
by the 


Roye-Vala 
| three-dimensional 
= process 


is exclusive to : 


H. CLARKE & CO. (Lonpon) LTD. 
360-46, NEW INN YARD, E.C.2 
Telephone: SUOrediteh 6281-3 


BUT 
in the Metropolis of 
North millions 
buyers from 
Cheshire and 
regularly shop in 


MANCHESTER where 


ol rt I var 0 NATI ON PASSES 


the 
of well-to-do 
Lancashire, 
Derbyshire 


offer advertisers a 
of 4.000 


choice 
PREDOMINANT 
POSTER SITES, giving a 
compete coverage of the 
MANCHESTER AREA 


MANCHESTER POSTER SERVICES 
27, 29. SI, Bootle Street, 


LTD. 
Deansgate, MANCHESTER, 2 


Our modern sites 
are all **3-D”’ 


and leap to the customer’s eye. 


PADDINGTON 0186/7? 


G. F. KRUSE LIMITED 
__37 SPRING STREET, W.2 


One 
Pool Park 


612 


Stuart Lewis reviews 


posters —continucd 


Pn eT ete. on 


detracts 
slogan 


The Basic Boy picture 
from this good workabl 


sauce, custard and confectionery 
advertising. So far as I can see 
there is nothing about him which 
is distinctive or memorable, 
nothing reminiscent of any hard 
eating, flesh-and-blood 
has known 


boy one 


Indeed it is quite astonish 
ing how through the years 
commercial art has bred the 


Basic Boy, who keeps cropping 

up in all forms of advertising 

and (whichever artist happens 

to apply the paint) remains un 

changed 

Nevertheless | refuse to believe 
that this is entirely the fault of 
commercial artists, Art directors, 
art buyers, and, above al), thei 
clients must share the blame 
limidity, of course, is the root 
of the trouble—timidity mas 
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querading as a profound know! 


edge of “what the public wants.” 
‘ ‘ ¥ 


AVING 


LEFT my raincoat 
at a Coronation party I set 
out for the office next morning 


at the mercy of the English sum 
mer. As the rain came down and 
the first full bus passed by, I 
caught sight of the words “I must 


have a Mac!” running along its 
side in urgent script: and | 
wondered if the rainwear manu- 


facturers were launching a well- 
considered summer campaign 

It was not until the following 
day that I saw this poster again 
and noticed the accompanying 
sign-off “MeMullen’s Hertford 
shire Ales.” Which goes to show 


that copy writers must be very 
careful indeed 
* ‘ 


YOINCIDENTAL jntelligence: 
whispered that 


Att is loudly 


the Slix girls twin 
spending her summer 
this vear at Morecambe 


sister 1s 
holiday 


Floodlit panels feature eleven 


secuon of a laree 
Coventry 


poster 


Coventry industries 


d vpla 

hy Mills A 

panel has been hand painted in oils and depict \1 of the ¢ 
industries 


Undertaken 


round the 
Rox hlevs 


situated Swanswell 


Ltd 


fy s mayor 


cach 
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COMMERCIAL 


ARTISTS’ PORTFOLIO 


HERE is always a new and 

exciting approach to every 
design problem from a 48- 
sheeter to the smaller sizea 
presentation, in the opinion of 
John Bainbridge. 

Australian born, he arrived 
in this country seven years ago. 
Since then he has designed 
posters, exhibitions, press ad- 
vertisements, and brochures 
for a number of prominent 
advertisers including Ealing 
Studios, B.O.A.C.,  B.E.A., 
Orient Line, and London Pas- 
senger Transport. 

His airways posters have been 


TCHAIEOTSEY 


S| OFCCA ms 


Lag aries ohare ot Seger cenge comeeam 
ae 


This sleeve for a long playing 
Decca record gives pictorial im- 
pressions Of two pieces by 


Tchaikovsky 


widely distributed on the Con 
tinent, and a B.O.A.C. specimen 
was recently included in an exhi- 
bition of posters in the Zurich 
Museum of Modern Art, 

The most recent work Bain 
bridge has done for the L.P.T.B. 
was a Coronation poster featur 
ing Buckingham Palace. This was 
featured in ADVERTISER'S WEPKLY 
June 4 and represented the first 
of a series specially designed for 
Coronation year, under the head 
ing of “Royal London.” 

The current Orient Line “Sum- 
mer Cruises” advertisements for 
periodicals came from him and 
so did the much discussed show- 
card of “The Skipping Dolphin.” 
The “dancing” stvle was prob 
ablv not an accidental inspiration 
is Bainbridge has produced ballet 
decor and costume designs for 
International Ballet. including 
Massine’s “Gaiété Parisienne.” 
Sea Levend.” and “For Love or 
Money. 

He has also been responsible 
for a number of the Decca 
sleeves now on display 


John 


Bainbridge 


The Skipping Dolphin performs 
upon a deck that seemingly 
stretches to infinity. 


Although several of the widely 
known examples of Bainbridge’s 
work have seemed to reflect the 
influence of surrealism he insists 
that he does not automatically, 
or even preferentially, think in 
such terms. Everything, he con- 
tends, turns upon the nature of 
the subje®t matter 

If that involves such a “heavy 
subject as the B.I.F. then a very 
down-to-earth treatment will be 
forthcoming. 


” 


its buying time a 


C5 in BRITAIN 


«Bret eee Borepeee secu | 


In this instance the realism of | 
British exports is combined with 
a lighthearted impressionism 


ADVERTISER'S WEEKLY 


As from 
JULY I" 1953 


WE SHALL BE SOLE 


SCREEN ADVERTISING AGENTS 


FOR ALL CINEMAS IN THE UNITED 
KINGDOM CONTROLLED BY THE 


ARMY KINEMA CORPORATION 


IN ADDITION TO THE 


ROYAL AIR FORCE CINEMA 
CORPORATION 


For further Information 


CONSULT— 


P.A. CRAMER & CO., LTD 


Members of the Screen Advertising Association and The Association of 
Specialised Film Producers 


Theatre, Cinema and General Publicity 
25a, OLD COMPTON STREET, LONDON, W.1. 
Telephone : GERrard 1404 


a ALL OVERSEAS ADVERTISING RIGHTS — 
ARE CONTROLLED BY 
REGENT FILM CORPORATION LTD. 


‘Consistent High Quality with- 
A SPEEDY RELIABLE SERVICE 


For “* Multilith’’ and Rotaprint Users O 
H.-N 


The only kind of speed that our customers are 
interested in is SPEED COMBINED WITH RELIA- P E 


BILITY—which is the kind of service that Strand 
Litho has been consistently giving since 1936. At TERMINUS 


Strand Litho every department is planned to handle 
your platemaking with smooth efficiency, from 
idea to finished plate. So to be sure quick, 
friendly, personal attention to every detail... 


phone Strand Litho 


THE STRAND LITHOGRAPHIC CO. LTD. 


157 FARRINGDON ROAD LONDON : €E.C.!I 


LOCAL 
GOVERNMENT 
CHRONICLE 


Authoritative! READ by the men who matter in the 
attractive |ocal Government Markets. 
21-22 GROSVENOR STREET, LO’. ON, W.) Telephone GROsvenor 7452-3-4 
(£) WS 
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Readership survey 


of Dutch press 


Netherlands| ~ 


Of the total amount spent in 
1952 for over 500 national 
advertising campaigns, about 75 
per cent was invested in daily 
press advertising. The Nether- 
lands have well over 10 million 
inhabitants with an average size 
of four per household. 

In January last, the whole of 
the Dutch dailies together had 
2,650,000 paying subscribers 

In a recent survey Joshua B. 
Powers Ltd. have reported that 
religion and politics are inextric- 
ably mingled in the Netherlands 
and in selecting newspapers and 
periodicals for advertising this 
must be borne in mind. It is 
stated that Catholics have, on 
the average, the largest families, 
spend freely on entertainment, 
have no prejudice about frivoli- 
ties. The strict Calvinists dis- 
approve of cinemas, are careful 
about drink, seldom use lipstick 
or mascara, consequently spend 
heavily on their homes, clothing, 
cars, etc. 

The Labour press is not read 
to any great extent by Catholic 
workers, or by the Communists 
and fellow-travellers against 
whom it campaigns. Its main 
readership is among the better 
paid workers and middle classes 
There is a big Communist daily 
in Amsterdam. 

The Liberal papers are 
relatively small in circulation but 
reach a high quality readership. 
independent papers range from 
Left to Right wing, touch all 
economic classes and should be 
carefully analysed in order to 
determine advertising worth. 


New Zealand 


An excellent prize list is offered 
by Lux Flakes in a crossword 
competition currently running in 
newspapers. First prize is a new 
Austin Seven car; second, a 
refrigerator, third, a washing 
machine. Advertisements con- 
tain the crossword and a list of 
clues along with illustrations of 
the prizes. Entrants are asked to 
fill in the crossword and write a 
few words about their reasons 
for using the flakes, 

A sight not seen for many years 
has been a Tiger Moth aircraft 
flying over Wellington towing a 
drogue advertising Shell X-100 
motor oil. The Shell campaign 
for this product has been one of 
the most effective in recent years 
and has also involved big press 
advertising, singing radio com- 
mercials, posters, and screen 
slides. 

Philco advertisements are offer- 
ing generous trade-in value on 


any old set for a new model. 
Free loan is offered for a test 
period together with easy terms. 


Australia 


Singing commercial advertise- 
ments are continuing in a robust 
fashion against all the expecta- 
tion of many weeks ago, Sales 
of such diverse articles as kero- 
sene heaters, nylon stockings and 
ice cream are being stimulated 
by this means. 

The spectacular advertising 
campaigns being waged by the 
three major oi] companies around 
the rival merits of resistance to 
engine wear are also being 
repeated over commercial radio 
stations. 


Ceylon 


Publication has begun of a new 
Sinhalese evening newspaper, 
Janata, The appeal! of this small- 
size journal is more popular in 
character than the other Sinhalese 
newspapers published by the As- 
sociated Newspapers of Ceylon 
Ltd. In view of the increasing 
literacy of the Sinhalese people 
it Is expected to achieve success. 

Advertisements are at present 


being restricted to a@ maximum 
size of eight inches over three 
columns If sufficient notice 1s 
given, larger spaces may be 
accepted 


Argentina 


Ezequiel C, Paz, a former editor 
of the now expropriated news- 
paper, La Prensa, died recently 
at 82, in Buenos Altres after long 
illness. 

His father founded the news- 
paper more than 80 years ago, 
and guided its progress to a 
status among the world’s greatest 
dailies. Taken over by the Peron 
Government in 1951, it is now 
published by the pro-Government 
General Confederation of Labour 
His nephew was the last of the 
family to edit the newspaper. 


South Africa 


In addition to the South 
African edition of the African 
Drum, a West African edition is 
being brought out. For the first 
time the new edition circulation 
will be a bonus to advertisers in 
the old. African Drum is a 
member of the Audit Bureau of 
Circulations. 


Pakistan 


Simultaneous publication of the 
Morning News of Dacca, East 
Pakistan, has begun at Karachi, 
West Pakistan. The Karachi 
office at Variawa Building, Mc 
Leod Road, is now the head 
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office for al] business emanating 
from outside East Pakistan. De- 
tails can be had from the 
London representative, H. W. 
Andreae, 150 Fleet Street, E.C.4. 


Dommars 


The Danish weekly magazine 
has been able to increase the 
number of pages from 28 to 32, 
giving an extra advertising space 
of six columns. 

Representatives in Britain are 
Joshua B. Powers Ltd., London, 
S.W.1. 


comer 


Now in force is the Monetary 
Agreement with the Federal 
Republic of Germany. This pro- 
vides that payments between the 
Sterling and Deutschemark areas 
shall be in either of the two 
currencies at the option of the 
parties to the particular trans- 
action, instead of only in sterling 
as required by the old agreement. 
The official exchange rate is 
fixed at 11°76=£1. 


ae 


A luncheon in London jointly 
arranged by the Nassau Daily 
Tribune and Joshua B. Powers 
Ltd., recently took place. It 
was disclosed that Lord Beaver- 
brook hopes to be present in 
Nassau next November to open 
the new premises of the news- 
paper which celebrates its 50th 
anniversary this year. 


Norway takes lead in window display contest 


A window display competition 
in’ Norway, Denmark, and 
Sweden was launched some time 
ago by Scandinavian Airlines 
System in connection with the 
opening of its tourist class service. 
The Window Display Associa- 
tions of the three countries were 
organisers and the idea was that 
Scandinavian firms should be 
invited to participate with win- 
dow-display of their own goods, 
together with specially produced 
display material from S.A\S. 

The three displays which were 
best suited to sell the firm’s own 
articles as well as tourist class 
tickets on the SAS. would 
entitle the chosen firm, and 
separately the individual artist, to 
a first, second or third prize, 
consisting of air tickets, tourist 
class, return New York plus a 
sum of money, a tourist class 
Scandinavia - Paris - London trip, 
and a tourist class Scandinavia - 
Paris return. 

Apart from these six and other 
prizes, there was a special prize 
for the Window Display Adver- 
tising Association of that country 
which on points had the five best 
results, and here, Norway took 
the lead with 46 points. Denmark 
got 44 and Sweden 30 points. 
The first and second individual 
prizes went to Denmark and the 
third to Norway, Sweden par- 


ticipating with 250 displays, Den- 
mark with 200 and Norway with 
only 40, 

Norway produced the highest 
score of points on the five best 
results from each country, despite 
her small number of participants 
compared with the other com- 
petitors. The three prize-winning 
displays were apparently so close 
in competition that it was next 
to impossible to differentiate. 
First and second prize went to 
Denmark and third prize to 
Norway. 

Mr. Arthur J. Symes, editor of 
Display and vice-president of the 
British Display Association, was 
chosen as neutral and non- 


One 
entry 


Norwegian 
featured a 
display of frying 
pans. Dynamic 
treatment suggested 
both the speed of 
air travel and the 
cheapness of the 
merchandise. 


Scandinavian judge. The other 
judges consisted of the presidents 
of Display Advertising Associa- 
tion of the three Scandinavian 
countries and other Scandina- 
vians. It is indeed nice to know 
that the Scandinavians turned to 
Britain for a chairman in this 
connection, and thus expressed 
their approval of British adver- 
tising and British fairness. 
* + 

Production of penicillin has 
started in Norway Annual 
requirement has been placed at 
§00,.000) million units a year. 
Hitherto penicillin has been im- 
ported at a cost of about £75,000 
a vear 
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ADVI REISER S WHE Scottish Su ple previ 


The evening paper ‘going places’ in Scotland is the 


EVENING CITIZEN 


From 56,000 copies a day in 1939 to 175,905 copies a day in 1952, to 
200,153 copies a day in April, 1953 
And the advance will continue. 


Why? = Because it is backed by the ever increasing confidence of the 
people who should know — the local public and the local trader. 


April, 1953, against April, 1952, showed an increase of 14% in sales; 
24% in local advertising. | On a sale of over 200,000 the Citizen is the 
best advertising ‘buy’ among morning or evening newspapers in the 
Glasgow area. 


You are bound to be on the right road with the 


THE PAPER WHICH IS GOING PLACES - THE BEST PLACES 
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The Darien Expedition 


The origin of the Royal Bank of Scotland can be 
directly traced to that bold and adventurous 

albeit unsuccessful—attempt by the Scotsmen of 
the seventeenth century to establish a_ trading 
colony on the Isthmus of Panama. The Equivalent 
Company, which was first formed in connection 
with the payment of compensation to Scotland for 
losses in the Darien Scheme, was subsequently 
given powers to undertake Banking business and 
was granted a Charter in 1727 whereby it became 
incorporated as the Royal Bank of Scotland. 


WILLIAM PATERSON EXPLAINING HIS DARIEN SCHEME IN EDINBURGH, 1694 


Scouts Supplement —ADVERTISER'S WEEKLY 


Since then, by various Acts of Parliament and 
Royal Charters, the constitution of the Bank has 
been amended to bring it into conformity with the 
requirements and practice of modern Banking 
business. 

The Royal Bank of Scotland with Branches 
throughout Scotland and in London, and Corres- 
pondents in every part of the world, to-day offers 
its clients every facility of a modern Banking 
system backed by a long tradition of personal 
service. 


EVERY DESCRIPTION OF 
BRITISH, COLONIAL AND FOREIGN 
BANKING BUSINESS TRANSACTED 


HEAD OFFICE: 


ST. ANDREW SQUARE, EDINBURGH 


BRANCHES THROUGHOUT SCOTLAND AND IN LONDON 


CORRESPONDENTS THROUGHOUT THE WORLD 


ROYAL BANK OF SCOTLAND 


INCORPORATED BY ROYAL CHARTER 1727 


ASSOCIATED BANKS: 


GLYN, MILLS & CO. 


WILLIAMS DEACON’S BANK LTD. 
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* These Three Newspapers 
: REACH MOST OF 
| iy . EEKL 
; SCOTLAND’S Ww , 
THE family readership of the 
WEEKLY SCOTSMAN is an advantage 
to advertisers aiming to introduce their 
; products into town and country house- 
iB : holds. This popular weekly can take 
He ; 4 [= your message to people who matter to 
a you in Scotland, 
SCOTSMAN 
5 [HE SCOTSMAN maintains a EVENIN G 
74 consistent circulation throughout 
- Scotland’s middle and upper D 4 S } ATC ine 
¥ 
— classes. It is without doubt the ; 
THE news and feature services of the 
* | most far-reaching morning news- EVENING DISPATCH appeal to all 
y age groups and classes in the south- 
aT = which to advertise to the east of Scotland. There is news value 
a i P z 
a} country’s ——— a to these readers in the claims of house 
ae, hold and family commodities advertised 
BF social communities. in this newspaper. 
if MEMBERS A.B.C. 


North Bridge, EDINBURGH - 63 Fleet Street, LONDON, E.C.4 ~- 33 Gordon Street, GLASGOW 
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JUNE 18, 1983 


The Queen 
Edinhureh at the 
launching of the new Roval yacht 


Duke of 
Clydebank 


and the 


Britannia. 
MIVHE = long-awaited* Corona 
tion visit to Scotland of 


Her Majesty and the Duke of 
Edinburgh will begin on Tues- 
day, June 23, with the arrival 
in’ Edinburgh. A very. full 
programme awaits the Royal 
couple and no pains have been 
spared to ensure that the week 
will forever be joyously 
remembered. 


During the course of this 
historic tour the Queen will 
visit, among other — places, 
Edinburgh, Paisley, Glasgow, 
Renfrew, and Lanark. 

A salute of 21 guns will 
announce the arrival of Her 


Majesty and the Duke at 
Princes Street Station on Tues- 
day morning. The Lord Pro- 


vost will welcome the Queen 
to “the Capital of Your 
ancient and hereditary king- 


dom of Scotland” and present 
the keys of the City. In royal 
procession the party will then 
drive to the Palace of Holy- 
roodhouse for the inspection 
ef the Argyll and Sutherland 
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How loyal Scots will greet 
their new-crowned Queen 


Highlinders guard of honour. 
There will be a fly past by the 
Royal Auxiliary Air Foree. 

Ihe Queen will drive to the 
City Chambers for a luncheon 
arranged by the Edinburgh 
Corporation, During the after- 
noon Her Majesty and the 
Duke will plant trees in the 
Meadows, Later, a presentation 
party will take place at 
Holy roodhouse. 

Ihe next morning the Royal 
couple will drive in state to St. 
Giles Cathedral to be received 
by the Dean of the Thistle. 
Ihe route will be by way of 
Abbeymount, Regent Road, 
Waterloo Place, Princes Street, 
the Mound and St. Giles Street. 
In the afternoon a garden 
party will be held followed by 
a dinner party. 

On Thursday the Queen and 
the Duke will motor to Princes 
Street Station and leave for 
Paisley, arriving there at 11.05. 

Accompanied by the Pro- 
vost, magistrates and council- 


lors of the city, the Lord 
Lieutenant will receive Her 
Majesty who will then drive 


to the Scottish Veterans’ Gar- 
den City at Hillington. Repre- 
sentatives of the Renfrew 
County Council will be met 
and visits paid to houses in 
the Garden City. 

Her Majesty will then drive 
to the Glasgow City Chambers 
for lunch and in the afternoon 
attend a Youth Rally at 
Hampden Park. Her route to 
the park will lie through 


Ingram Street, Victoria Bridge, 
Gorbals Street and Letherby 
Drive. A fly past by the Roval 
Air Force will take place 

From the park the Queen 
will go to the Rutherglen Lown 
Hall for tea, later 
the station and 
Edinburgh where arrival at 
Princes Street Station has been 
scheduled for 6.15, 

On Friday morning — the 
Queen will present colours to 
Ist Battalion Argyll and 
Sutherland Highlanders at 
Holyroodhouse. During — the 
afternoon the Duke will open 
the New Door and plant a 
tree at Canongate Kirk, Edin- 
burgh. In the evening there 
will be a reception 


leaving for 
returning to 


Escorted by the Household 
Cavalry the Queen and the 
Duke will drive the next morn- 
ing to Edinburgh Castle to 
receive the key from the 
Governor. Her Majesty will 
then go on to Crown Square 
and inspect a guard of honour 
of the Ist Battalion. King’s 
Own Scottish Borderers 

The Scottish War Memorial 


and the Scottish United Ser- 
vices Museum will both be 
visited. 


By car the Queen will leave 
for Murraylield in the after- 
noon to see a display. In the 
evening the Royal party will 
drive to the Usher Hal! for a 
performance of the Masque of 
Edinburgh. At the conclusion, 
the stand at St. Margaret's 


Loch will be visited and the 
Queen will light a beacon 

Ihe next morning, accom- 
panied by the Duke, the Queen 
will attend a Thistle Installa- 
tion Service in’ the’ Thistle 
Chapel, going on afterwards to 
Divine Service at St. Giles’ 
Cathedral. In the afternoon 
His Royal Highness will attend 
a Rededication Service of the 
British Legion (Scotland) in 
Holyrood Park. 

On Monday the Queen and 
the Duke will motor to Princes 
Street Station and leave for 
Lanark where she will inspect 
a guard of honour of the 
Cameronians (Scottish Rifles) 
drawn up outside Lanark Sta- 
tion. The party will then pro- 
ceed to the County Hall. 


At noon the Queen will go 
by way of Carluke and 
Wishaw to Hamilton to be 
entertained to lunch by the 
town council, Her Majesty 
will later drive to the Mother- 
well Town Hall, leaving there 
after a short stop to go on to 
the Town Hall at = Airdrie. 
From there the party will take 
tea at the Town Hall in 
( oatbridge. 


To rejoin the royal train at 
Langloan station the Queen is 
scheduled to leave C oatbridge 
at 4.15 for Edinburgh. During 
the evening Her Majesty and 
His Royal Highness will leave 
Princes Street Station and the 
Coronation visit to Scotland 


will be ended. 


Mr. JAMES STUART, Secretary of State for Scotland, 
in a message to ‘Advertiser’s Weekly,’ says— 


TRADE IS THE AIM 


Increased production and 
greater exports. especially to 
countries where they earn dollars, 
must be the aims of Scottish in- 
dustry in 1953. At home. ovro- 
duction has been stimulated by 
the relaxation of irksome con- 
trols and by the incentives offered 
by the Budget; abroad, adver- 
tisers can play their part in 
expanding the sales of Scottish 
goods. 


Scottish manufacturers may 
sometimes have left their pro- 
ducts to sneak for themselves but 
in the competitive world of to- 
day good advertising is the key 
to new markets. 

Industry has regained most of 
the ground lost in 1952 and is 
ready to exoand; the Budget pro- 
posals have been designed to 
encourage a fuller use of avai!- 


able capacity. manpower and 
materials. 

Coronation year will be a stir- 
ring time in Scotland We look 
forward to the first State visit of 
our newly crowned Queen. 

This year we hope to welcome 
more visitors from abroad than 
ever before and 1 feel sure that 
the contacts so formed ill make 
a lasting contribution in inter- 
national friendship. 
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THINK it was in Dundee 

that an English lady of my 
acquaintance stood listening to 
a housewife hurling a stream 
of weird-sounding abuse at a 
small boy.  Innocently, she 
asked a _ passer-by if much 
Gaelic still survived in the east. 
“That's no Gaelic,” she was 
told, “Do ye no recognise y’ 
mither tongue?” 

The apparent peculiarities of 
Scotland or the Scots are apt to 
confuse not only visitors but also 
some of us who have to deal 
with the Scottish market, One 
is liable to think too much in 
terms of salt-in-the-porridge and 
the simplest necessities of life. It 
is not revealing any trade secrets 
to say that a number of recent 
consumer surveys have given a 
much brighter picture of the 
Scottish market than had been 
anticipated, 

Our understanding of the basic 
facts of the Scottish market, if 
not of the finer points, may be 
helped by the new Digest of Scot 
tish Statistics that began publica- 
tion in April 1953 and is to appear 
twice a year. Among the contents 
of the Digest are tables on popu- 
lation, labour, output of industry 
and agriculture, shipping, trans 
port, finance and retail sales. The 
Digest takes over some of the 
figures formerly published in the 
Review of Industry and Employ 
mem in Scotland which now be- 
comes an entirely descriptive 
publication, 


Two conurbations 


A table almost at the begin- 
ning of the Digest reminds us 
how very unequal ts the division 
of population between different 
parts of the country. Scotland 
contains some of the most 
crowded as well as the most 
desolate parts of Great Britain 

The central counties, that take 
in both the Edinburgh and Glas 
gow conurbations, contain about 
3,700,000 people, or 72 per cent 
of Scotland's total population 
Over two-thirds of these people 
live in the western part of the 
area centred on Glasgow. 

Next in order of size are the 
north-eastern counties, taking in 
the cities of Aberdeen and 
Dundeg, respectively the third 


and fourth largest cities in Scot- 
land. The population of this 
area was 865,000 in 1951. 

The Highland counties, that in- 
clude all the northern mainland, 
Orkney, Zetland and the Western 
Isles, had a population of 286,000 
in 1951. About 53,000 of these 
people lived in the Western Isles. 
The Highlands are still an area 
of falling population, though the 
flow has been stemmed a little in 
recent times. A hundred years 
ago one Scotsman in seven lived 
in the Highlands, to-day one in 
18. 


Importance of agriculture 


The remaining parts of Scot- 
land are the south-western and 
the Border counties. The former 
have about 148,000 the latter 
108,000 people. The south-west 
has had a rise in population since 
1939 after many years of steady 
decline, In the Border counties 
the size of population is now 
almost static. It so happens that 
it stood at exactly 108,000) in 
1851 and 1951, first having risen 
and then fallen again in the course 
of the century. 

In spite of the decline of the 
Highlands a high proportion of 
Scotsmen still live in rural areas 
(termed “landward = areas” in 
Scotland), The proportion is 30 
per cent, compared with 19 per 
cent in England and Wales. 

An analysis of Scottish employ- 
ment shows considerable numbers 
of workers engaged in agriculture, 
fishing, mining and quarrying, a 
still larger number in the metal- 
using industries and many also in 
the manufacture of textiles and 
clothing. Table IIL shows the 
general balance of unemployment. 
But pass on to consider what are 
from our point of view some of 
the more interesting facets of 
Scottish industry. 

Taking first the negative side, 
there was some increase in unem- 
ployment during 1952, though as 
a percentage of all employed 
workers it remained small, rang- 
ing from three per cent to just 
under four per cent. The textile 
and clothing industry bore almost 
the whole brunt of the increase. 
In June of last year unemploy- 
ment in this industry was up to 
15-8 per cent. Now, fortunately, 
it has fallen again to about a 
third of this figure. 


Consumer surveys paint a bright 
picture of Scottish market 


Added to the general textile 
recession, Scotland has a special 
problem of its own in the jute 
industry. Buying of jute products 
for packaging fell off rapidly in 
the early months of 1952 and the 
number of workers in Dundee on 
short-time rose to well over 5,000 
The reasons, no doubt, were two- 
fold: first the decline in world 
trade, and second a _ hardening 
resistance to the high price of 
jute. As soon as the recession set 
in prices of jute from India and 
Pakistan began to tumble. ‘Then 
in the autumn the Ministry of 
Materials ternmnated the ration- 
ing of jute products, and once 
more the hard-wearing sack ap- 
peared the most economic and 
handy way of packaging a wide 
variety of goods. Before the end 
of the vear recovery was com- 
plete. 


Industrial development 


The Scottish jute = industry 
distinguished itself in 1952 by 
becoming the first entire industry 
to base rates of pay on scientific 
work measurement, A new agre.- 
ment, signed last November, in- 
volved 112,000) assessments of 
elements from different jobs. This 
agreement guarantees workers in 
each job a basic wage and makes 
possible the carning of bonuses 
of up to 334 per cent 
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By STANLEY OREANU, 
of Research Services Ltd. 


The shape of new industrial 
development in ‘Scotland in 
1952 gives a good indication of 
the way the wind is blowing. 
About three-quarters of new 
building schemes were in the 
heavier industries, including 
coal-mining, metals and metal 
goods and engineering. The 
rest were mainly devoted to 
food and drink manufacture. 
Hardly any expansion took 
place in the case of other con- 
sumer goods, while it was 
mainly in this miscellaneous 
group that some firms had to 
close down. 


New projects 


Ever since 1930 Scotland has 
been trying hard to keep hold of 
its young workers and attract new 
industries north of the Border. 
During the war there was a good 
deal of success in getting firms 
to set up in Scotland to take ad- 
vantage of the ready supply of 
skilled labour, and new _ firms 
were still moving in as late as 
1948. Then the labour position 
became easier in other parts of 
Britain and firms no longer felt 
an incentive to make the long 
move. The result was a falling- 
off in new enterprises that has 
continued up to the present. 

However, 1952 saw” one 
bright sien of recovery. While 


Shipyards at the mouth of the Leven, Clydebank. 
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no new projects on a major 
scale were started in 1950 and 
1951, four were begun last 
year. The one that got most 
publicity was the project of an 
American company, the Inter 
national Business Machines 
Corporation, to build a large 


factory in the Kip Valley, 
Greenock. This is planned to 
employ several thousand 
workers. 


The new LB.M. factory is a 
welcome newcomer to the West 
of Scotland Development Area. 
The development areas to which 
part of the Highlands was added 
in 1949, seem to be doing well and 
have had success in combating 
persistent unemployment. Figures 
for unemployment (chart IV, page 
6) are running slightly above those 
in the rest of Scotland, but only 
once, and then for a very brief 
spell, did they rise above the 
level of four per cent. 


Ships and aircraft 


Steel ships were the foundation 
of Glasgow's prosperity in the 
last century, and in the 1930's 
they looked for a while like being 
its ruin. The war brought pros- 
perity flooding back and since 
then shipbuilding, like the Clyde’s 
great ships, has stayed on an even 
keel, Last year 36 per cent of all 
new merchant shipping in the 
U.K. was launched in Scotland. 
The year saw an increase in 
launchings, but a slight fall in 
the number of new ships laid 
down. Orders already on the 
books will keep Clyde shipyards 
busy for the next two or three 
years. After that the real battle 
with foreign competition is likely 
to get under way. 

In the field of general 
engineering the best news in 
Scotland comes from the air- 
craft industry. The larger firms, 
Rolls Royce, Blackburn and 
Scottish Aviation, all increased 
their labour force in 1952. The 
expansion is expected to con- 
tinue through 1953. 


Prosperous parts 


One of the most prosperous 
parts of Scotland nowadays is the 
industrial town of Grangemouth. 
It made its name first as a port 
and now handles a greater ton- 
nage of goods than any port in 
Scotland except Glasgow. But 
since the war Grangemouth has 
achieved new note as a centre of 
oil refining and petroleum 
chemical manufacture. Two and 
a half million tons of crude oil a 
year are now. processed at 
Grangemouth. The Anglo-Iranian 
Oil Company, the Distillers Com- 
pany and Monsanto Chemicals 
are all associated in new and ex 
panding developments there. 

In Fifeshire, where coal-mining 
plays such an important part, 
new industries are wanted to pro- 
vide employment for miners’ 
families. Coal-mining in this 
area seems to be in a healthy 
state. Here, as in Lanarkshire. 
there was a sharp rise in recruit- 
ment to the industry in 1952. 
On the north-east coast two of 
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1,758,000 live in the Centrai Clydeside conurbation 
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This is the area of the great Central Clydeside conurbation with ity 1,758,000 inhabitants grouped in one 


vast market. 


Unlike the English conurbations it contains rural as well as urban areas, and the districts 


of “landward” areas which include industrial towns and mining villages correspond to the urban districts 
which cluster around towns like Newcastle and those of the West Riding of Yorkshire. 


the major industries, white fishing 
and granite, have been passing 
through = difficuls days. The 
demand for white fish has 
slackened, except, curiously 
enough, for the more expensive 
kinds of fish such as soles and 
halibut. Shortage of money may 
be partly to blame, also, un- 
doubtedly, Norwegian and Danish 
competition. For one reason or 
another the Scottish catch in 1952, 
though somewhat larger than in 
the previous year, fetched a lower 
price on the market. 

We have already spoken of the 
depopulation of the Highlands 
Nowadays much of the Highlands 
is a devastated area, where forests 
were knocked down and the old 
economy ruined to make way for 
sheep and deer. To bring back 
prosperity to such an area is a 
back-breaking task, but it has 
behind it all the strength of a 
fervent national pride. The 
triumph of nationalism over the 
cold “facts” of economics 
been demonstrated more 
once in recent years. 

The biggest venture in the 
Highlands is the great complex 
of schemes for providing hydro- 
electric power. In 1952 over 
103 million k.w.h. were gener- 
ated, an increase of 40 per cent 
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I—POPULATION BY REGIONS IN 1951 


Region '000"s | % 
Central Counties (J otal 3,689 72 
est 2,631 | 
East 1,056 Pa | 
North Eastern Counts BHD 17 
Highland Counties (Total | domi) \ 
Mainland, Orkney and /etland 2:44 bh 
Western Isles os i 
South Western Counties | 148 ‘ 
Border Counties 108 2 
Scotland (Total | 4,006 100 
| 
II—POPLULATION BY TYPE OF AREA IN 1951 
Type of Ar | Population 
C ities 1,V16,572 17-6 
Large Burghs a2K,0U4 ine 
Small Burghs MIM NUS ind 
Landward (rural) areas 1,552,610 | wl 
Total 5,005,060 | 100 0 
1 EMPLOYMENT IN) SCOTLAND, JUNE 1952 
Industy ; "00's 
Agriculture and lishing 14d oe | 
Mining and Quarrying | 102 5 iu 
Metals, Engi: g and Vel ‘74-6 } 17-5 
lextiles and ¢ hing 16h 2 74 
Food, Drink and Tobac 105-5 | He | 
Other manufacturing 1 1720 | x2 
Building and Contractiny | 47 4 
Franeport communicati ‘ blic utilities | 217 10% 
Distributive trades 240% 115 
Miscellaneous services, et 465.3 22.1 
Total 1000 
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Bright picture 
of the Scottish 
consumer market 


over the past four years. In 
1948 only one croft in 100 had 
electricity. To-day the figure is 
one in six and by 1960 it should 
be raised to one in three, Sun 
larly it is hoped to raise the 
number of farms with electricity 
from one in six to one in three 
Over the same period, 


Hydro-electric power makes 
possible new developments in 
agriculture and brings to the 
Highlands the amenitics of a 
civilised life. It also provides 
constructional work for great 
numbers of men. Several thou- 
sand are, or have been, recently 
employed in Glen Garry and Glen 
Morriston in Inverness-shire, at 
Errochty, Lawers and Gaur in 
Perthshire, at Shira, Lussa and 
Cowal in Argyll, and in the 
Conon Basin in- Ross and 
Cromarty, The names alone sug 
yest the size of the total under- 
taking. Employment on construc 
tional work 1s not unending, but 
there will be work on a large scale 
at least until the end of the 
decade. 


Many new ventures 


Hydro-electric schemes and 
(perhaps equally important) re- 
afforestation are the basic raw 
materials of prosperity. At the 
other end of the scale many new 
smal! ventures give an encourag 
ing sign of confidence. A number 
of factories have come into opera 
tion, mainly concerned with pro- 
cessing wool and food products. 
Another good sign is that cattle 
have been brought back to areas 
that not long ago seemed doomed 
to sheep and penury. 

Down on the eastern Bor- 
ders of Scotland there is talk 
of needing new industries to 
prevent overdependence on the 
manufacture of woollen goods, 
but here at least is one industry 
on which the sun continues to 
shine brightly. 


Border Woollens 


To anyone outside the trade it 
may come as a surprise that 
Border woollens did not suffer 
from the general recession in 
wool last year. The policy of 
concentrating on high-class goods 
has paid rich dividends and manu- 
facturers of Border woollens have 
backed good workmanshtp with 
an exceptionally intelligent study 
of world markets and an ener- 
getic sales policy. From Hawick 
the centre of an industry that em- 
ploys about 12,000 people, direc- 
tors and executives go out con 
stantly in search of new open 
ings, especially in the American 
market. The popularity of cash 
mere twin-sets and golf sweaters 
in the United States is no lucky 
accident. 

On paper one can move quickly 
enough from the Highlands to the 
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Borders, but the actua| journey 
is a lot more tedious. From 
Hawick to the north of Shetland 
is aS far as from Hawick to 
Brighton. 

Communications are one of 
Scotland's great problems, Difli- 
culties of travel inside Scotland 
and its tsolation from the bulk of 
Europe have hampered both 
trade and industry. Now = air 
travel is beginning to provide at 
least a partial answer, and it is 
good news that Scottish air 
services were greatly improved in 
1952 after a set-back in the pre- 
vious year, Direct services be- 
tween Orkney, Aberdeen and 
London were reintroduced and 


more flights added on_ the 
London-Glasgow and London- 
Edinburgh routes. There are now 
frequent services between Scot- 
land and Manchester, and through 
Manchester a daily connection 
was introduced last summer to 
Amsterdam and Dusseldorf, 

There has been progress on the 
ground as well as in the air. Post 
war years have seen a great ex 
pansion in the number of long 
distance coach tours Nearly 
5,600 more passengers were car 
ried into Scotland by coach in 
1952 than in the year before. The 
total value of this coach traffic 
to Scotland alone was estimated 
it £1 million. 


Competition from coaches has 
stimulated British Railways to 
make a new bid for passengers 
with cheap fares on the Starlight 
Special. It is too early yet to say 
what effect this will have on 
Scottish traffic. 

Already the tourist trade in 
Scotland has shown striking gains 
since the war. Well over 3,600,000 
people stayed at Scottish hotels 
and boarding houses in 1952, a 
hundred thousand more than in 
1951 and nine hundred thousand 
more than in 1950. In some of the 
most popular districts there were 
a third more visitors than in 1951 
and overseas travellers came from 
nearly eighty countries. 


HE period since vesting 
date—-April 1, 1948-—has 
been one of steady progress 
for the South-West Scotland 
Electricity Board. 
Remembering that the Board's 
territory embraces more than 
half Scotland's total population 
and the greater portion of her 
industries, it is not surprising that 
one of the fundamental problems 
has been the need to undertake 
reinforcements of many seriously 
overloaded distribution networks 
lo this end, comprehensive 
schemes are now in progress for 
reinforcing the networks so as to 
ensure continuity of supplies and 
to cater for increasing loads in 
the five sub-areas Glasgow, 
Clyde, Lanarkshire, Ayrshire 
and Dumfries and Galloway 
The total expenditure author 
ised for this purpose is nearly 
£6 million, and in the protracted 
struggle to provide adequate 
power for industry, these long 
term reinforcement plans assume 
equal importance with the pro- 
vision of new generating stations 
and replacement of obsolescent 
plant in existing stations, which 
has continued since vesting date. 
On vesting date, over 24,000 


power for industry 


BY A 


consumers in the area were re- 
ceiving D.C. supply; by the end 
of March, 1953, 22,194 of these 
consumers had been changed 
over to A.C, supply. 

Industrial consumers now total 
7,792, representing a demand of 
almost 1,000,000 kw. 

Friendly relationship has been 
maintained with a large number 
of industrial concerns and public 
bodies, and it is satisfactory to 
record that useful exchanges of 
ideas have taken place with 
trade associations regarding the 
general position concerning elec- 
tricity supplies to their members 

A standard code of procedure 
for dealing with terms and con 
ditions for supplies to industrial 
consumers has been adopted and 
is now in operation throughout 
the area 

In the Board’s area, 67 per 
cent of the farms have now a 
public supply of electricity; this is 
believed to be the highest per- 
centage in the whole of Britain 
There are, however, over 3,200 
farms and some 32 villages and 
hamlets without electricity. This 
represents a considerable degree 
of rural development still to be 
accomplished and in order to 
hasten the work and_ reduce 


£6 million scheme to provide more 


SPECIAL CORRESPONDENT 


costs to a minimum, a scheme 
for systematic development in 
the whole of the Board's area is 
in operation. The scheme, esti- 
mated to cost over £24 million, 
involves erection of 2,000 miles 
of high voltage line and 370 
miles of low voltage line, and is 
provisionally scheduled for com- 
pletion by 1957. 

The many different methods 
employed by former undertakings 
for charging farmers with the 
cost of taking supply to their 
farms have now been superseded 
by standard terms which com- 
prise a capital contribution of 
£100 and a guaranteed consump- 
tion of electricity to the value of 
£10 per quarter. These figures 
may be modified in respect of 
supplies to smallholdings. 

Under the Electricity Act of 
1947, Electricity Boards were re- 
quired to promote the simplifica- 
tion and_ standardisation of 
methods of charge for supplies. 
In South-West Scotland, over 127 
different tariffs used by former 
undertakings have now been re- 
placed by one standard tariff for 
each main class of consumer— 
industrial, commercial, domestic 
and farm. To these has been 

® Continued on page 24 
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The Scots are very conscious that they are a nation. They 

In all res ects are conscious, too, that the DAILY RECORD and the 
P SUNDAY MAIL are their national daily and Sunday 

newspapers. These papers have a combined circulation 


n ation al of 942,170. But besides numbers, they both possess the 
eee 


intense loyalty and affection of their Scottish readers. 


Scotch whisky distillers exported a 
record number of gallons during 1952 
to earn £33mn. of foreign currency. 
In ‘America sales of Scotch whisky 
went up although total whisky sales 
fell. Scottish enterprise again succeeds. 


Scotland’s post-war light industrial 
development has provided employ- 
ment for 92,000 people (many of them 
women) in new _ industrial areas 
throughout the country. Many millions 
of square feet of additional factory 
space are under construction. 


In 1952 Scottish shipyards completed 454,723 gross tons of new 
merchant shipping. Launchings of new vessels totalled 488,143 


9) 
gross tons and the new tonnage laid down amounted to a figure fe ie | 
of 493,253. This continuing increase is typical of all Scottish : 4 | ; ~ 
heavy industry. Similarly marine engineering firms have work “— iene 


in hand and in prospect sufficient to occupy them for a long time 
ahead. Employment and earnings will continue to rise with 


increasing production. In all this progress the native S ¢ : ° 
Scottish newspapers share both effort and advantage. The ~ ul i ‘ip wi M1 
service they alone can satisfactorily provide benefits equally 


both reader and advertiser. 


Make no mistake: in every “national” list 


Kemsley House, Glasgow 


include these national newspapers of Scotland _— Kemsiey House, London 
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ORE and more in discus- 
sions on Scottish indus- 
trial development and on the 
future prospects of Scottish 
industry we hear of the need 
to achieve a finer balance of 
industry or of what has been 
done to bring this desirable 
prospect, partially, at any rate, 
into .effect. Any report on 
Scottish industry, therefore, 
must deal with the “balance of 
industry” problem by describ- 
ing how and why it arose, 
what is being done to over- 
come it and the benefits to be 
expected when it is no longer 
a problem. 

Industrial Scotland before the 
first World War and immediately 
afterwards presented, at first 
sight, a picture of a prosperous, 
active country with fairly full 
employment, few day-to-day wor- 
ries and an apparently bright 
future. Closer inspection, how- 
ever, revealed that the talents of 
Scots workers, which little over 
a century before had spread into 
the industries of coal, iron, engi- 
neering, shipbuilding, cotton, 
linen, wool and jute spinning 
and weaving, the dyeing of fab 
rics, printing and sugar refining, 
in addition to agriculture, were 
now being concentrated mainly 
in heavy engineering and coal 
mining. Order books were filled 
with the demands of the world’s 
commerce for these goods, how 
ever, and as Scotland had built 
up a unique reputation in this 
field there appeared to be little 
reason for concern 

The pipe dreams of this palmy 
era, however, were shortly to be 
shattered. The first World War 
caused industry to be concen- 
trated on the production of arma- 
ments to the exclusion of exports 
and after the war, though the 
country enjoyed a period of in 
creased prosperity, this was fol- 
lowed by the labour troubles 
which culminated in the Genera! 
Strike. A general trade recession 
followed closely on the heels of 
the strike and by 1931 the folly 
of Scotland's concentration on 
one industry was revealed. World 
markets vanished and almost one 
quarter of Scotland's industria 
population was thrown out of 
work. 

The picture, however, was 
blacker still, as not only had in 
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Big new industrial revolution 
based on natural resources 


dustry ‘been concentrated in 
heavy engineering, but the bulk 
of this work had been confined to 
the industrial midlands of Scot- 
land. As a result, three quarters 
of the population had been 
attracted to less than one quarter 
of the country and the remainder 
had been left “out in the cold.” 

Throughout the Highlands, an 
area of about one quarter of the 
total area of Great Britain, the 
population was still living under 
conditicns which existed before 
the industrial revolution and de 
pended for its livelihood on the 
traditional industries weaving, 
spinning, fishing and the limited 


evolved. By 1934, Government 
assistance was being given to 
“special areas,’ and two years 
later saw the establishment of the 
Scottish Economic Committee, 
under the chairmanship of Lord 
Bilsland, which was responsible 
for the setting up of the first 
Industria] Estate. 

The Estate Company, later 
Scottish Industrial Estates, Ltd, 
was financed by the Government 
and acquired land on which to 
build new type factories for lease 
to firms at reasonable rents. 

The scheme was a success 
almost from its formation and 
by 1939, when the second 


Scotland is in the throes of great new _ industrial 
developments. Many of these are based on its natural 
resources—water, timber and minerals—while others 
are being attracted from outside the country and are 
introducing new methods and processes. One of the 
greatest changes which has taken place, however, is 
in the determination of Scotsmen to win fresh laurels 
in light and medium engineering, such as they have 
always held in heavy engineering, and to lead the 
world in the development of the newer industries. 


farming available in a generally 
rocky, barren countryside. This 
area contained a gradually de- 
creasing population. Modern in- 
stallations such as electricity and 
gus had never reached out of the 
few northern townships and, as 
the population left, the possibility 
of these services ever doing so 
decreased proportionately 

By the early ‘thirties, Scottish 
exports had fallen to one-fifth of 
what the country was capable of 
producing and the prospect 
showed little likelihood of 
improvement, 

In 1931, however, Scottish 
business men got together for the 
first time to consider the possi- 
bility of achieving a balance of 
industry. They decided that while 
it was too late to do anything to 
mitigate the position in which the 
country presently found itself, 
every effort should be made to 
guard against a recurrence of it 
In that vear was set ap the Scot- 
tish Development Council, the 
forerunner of the Scottish Coun- 
cil (Development and Industry) 
which to-day carries on and is 
expanding the work then set out 

From 1931 onwards, Scottish 
industry's “new look” gradually 


World War broke out, ninety 

firms were in production on 

Scottish Industrial Estates, in- 

cluding the Scottish Division 

of Rolls-Royce Ltd., which at 
its peak, extended to over two 
million square feet of factory 
area and employed about 

25,000 workers. 

Fresh impetus was given to the 
work of Scottish Industrial 
Estates in 1945, by the Distribu 
tion of Industry Act, which 
authorised the Board of Trade to 
acquire land for the provision of 
new factories and to erect other 
buildings, such as houses for key 
workers. 

To-day, Scottish Industrial 
Estates Ltd., w ho act as agents 
for the Board of Trade, have 
built or are building eighteen 
industrial estates, situated be- 
tween Port Glasgow and 
Dundee, and 23 individual fac 
tories and have adapted for 
peace-time production fifteen 
ex-Government factories. 
Jointly, these house a total of 
360 firms, occupying 1§ million 
sq. ft. of factory space, and 
represent a Government invest- 
ment of over £25 million. 

It is a fact that these factories, 


By GEORGE B. YOUNG, London secretary, 
The Scottish Council (Development and Industry). 
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financed by the Government and 
rented to industry, which were 
designed to relieve unemployment 
and attract light industry are now 
housing industries which are 
amongst the country’s biggest 
dollar earners 

The picture to-day, however, is 
not confined solely to develop- 
ments on industrial estates. The 
Scottish Council has been active 
in the attraction of overseas 
firms to Scotland. Through its 
committees in Edinburgh, Lon- 
don, New York and Toronto, it 
has established a network which 
carries information about firms 
considering the establishment of 
factories in the United Kingdom. 
The Council can claim that it has 
been largely responsible for the 
fact that approximately 80 per 
cent of the North American firms 
which have established plants in 
Britain since 1946, have come to 
Scotland, 


The Council's efforts are not 
concentrated in this direction 
alone, however, and through its 
committees, it learns of export 
opportunities for Scottish industry 
and advises and assists finms 
throughout Scotland on export 
problems. Many smaller firms 
who would not have done so on 
their own have been encouraged 
by the Council and now have a 
flourishing export business. 

The Council's technical staff 
are very much concerned with 
the balance of industry problem 
and are actively pursuing the 
possibilities of setting up the 
newer types of industries in Scot- 
land or attracting to Scotland 
branch factories of firms already 
established in other places. The 
types of industries to which par- 
ticular attention is being given 
are those such as the electronic 
and chemical industries, in which 
a large amount of brain work is 
required in design, and skill in 
manufacture. The products of 
these industries have a high sell- 
ing price combined with a low 
ration of raw material 

With a view to developing the 
electronics industry in Scotland 
the Counci! evolved a scheme 
which is becoming jncreasingly 
effective in practice. Under this 
scheme, a group of firms in- 
terested in electronics, work 
under a parent contractor for the 
purpose of undertaking Govern- 


@ Continued on page 10 
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Fish landings at Scottish ports in 1952 were 
25 per cent. higher than in 1951. The 
herring catch increase] by no less than 54 
per cent. In this especial prosperity the 
Aberdeen area shares largely. The area is 
benefiting, too, from the new light 
industrial expansion sponsored by the 
Development Council around Buckie and 


Peterhead — progress towards a more 


balanced economy. 
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The only daily newspapers 


The North of Scotland shared fully in 1952's 
farming successes, including, for instance, 
the 16 per cent. increase in cereal yields, 
the growth in pig, sheep and poultry 
populations and the £m, land improve- 
ment schemes that were completed 
throughout Scotland. Agriculture is the 
major industry in the North of Scotland 
Hydro-Flectric Board’s area and during 
1952 a further 19,000 consumers (many of 
them agricultural) were connected to the 


grid. 


and the North of Scotland 


The EVENING EXPRESS (77,043 circulation) is the only evening 
newspaper within 60 miles of Aberdeen. THE PRESS & JOURNAL 
(64,867) is the only morning paper published in the whole of 
Northern Scotland. Its 25 per cent. postal circulation is unique 
among daily newspapers. In this vital part of Scotland both 


these papers are indispensable. 


KEMSLEY NEWSPAPERS _ : 


Che Aress and Hournal - Gy ening Express 


ABERDEEN A!) LONDON 
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ment research and development 
contracts too complicated or com- 
plex to be accepted by individual 
firms new to the industry. Re- 
search work, developing through 
the parent contractor, is being 
undertaken by participating firms 
in the group and, as a result, an 
increasing amount of knowledge 
as well as work is being obtained 
in this field by the smaller firms. 


Research facilities 


An essential part of the 
scheme, as it was developed by 
the Council and submitted to the 
Government, was the provision of 
a large laboratory which could 
house research and design staffs 
of the parent and participating 
firms. This was accepted by the 
Government, along with other 
features of the scheme, more than 
two years ago, but the restrictions 
on capital investment delayed its 
start and it is only now that agree. 
ment has been reached on a 
modified scheme, which is pro- 
gressing satisfactorily. It is hoped 
that the scheme will grow so that 
larger numbers of the smaller 
Scottish firms will be able to par 
ticipate in it. 

A similar scheme is being de 
veloped with regard to precision 
engineering and is concerned 
mainly with the production of 
jigs, tools, fixtures and certain 
specialised machine tools. This 
work is being developed under 
the guidance of the Council's 
Industrial Committee. With re 
gard to atomic energy and the 
obvious long-term importance of 
engineering work associated with 
its development, in the civilian as 
well as the military field, the 
Council has been active in assist- 
ing Scottish industry to keep 
close contact with the industrial 
and defence develonments in this 
sphere. Close contact has been 
maintained also with the Atomic 
Enerey Division of the Ministry 
of Suoply and as a result con- 
siderable amount of work has 
been placed with Scottish firms 


'New industries 


Other industries of this type 
which the Council has success- 
fully interested in the possibili- 
ties of Scotland as a produc- 
tion centre are the aircraft 
industry — particularly in the 
production of components 
the new plastics industry 
with particular reference to the 
reinforced plastics—and many 
individual projects relating to 
new designs of equipment and 
machinery for which, generally 
speaking, Scottish manufac. 
turers were found who could 
undertake the production of 
the items concerned. 

These newer developments. 
however, are being planned so 
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INDUSTRIAL REVOLUTION 
GIVES HOPE TO HIGHLANDS 


that they do not compete to 

the detriment of the older 
established industries for 
labour or raw materials, 

Scotland still looks to these 
industries for the bulk of its 
earnings. About 40 per cent of 
the ships launched in Britain are 
built in Scottish shipyards; nearly 
SO per cent of the United King- 
dom output of locomotives 
comes from Scotland: 70 per cent 
of the coal-cutting machinery and 
over 70 per cent of the boilers 
made in Britain are manufactured 
in Scotland, and so on. Consider- 
able progress has been made, 
however, towards the goal which 
was first considered in 1931 
that of having an evenly distri- 
buted industrial economy which 
would be capable, to some extent 
at least, of countering the effects 
on Scottish employment of world 
trade depression in particular 
industries. 

While these developments have 
been taking place, considerable 
progress has been made towards 
improving the lot of those in the 
rural areas. Since 1943, when 
Parliament passed the Hydro- 
Electric Development (Scotland) 
Act. the North of Scotland 
Hydro-Electric Board has been 
planning, building, generating 
and distributing power in an area 
which had been slowly dying of 
neglect over a neriod of almost 
200 years. In 1952 almost 400,000 
kilowatts of new hydro-electric 
power were available, producing 
over 880 million units of elec 
tricity per annum, while schemes 
in oneration, under construction, 
promoted or in course of promo- 
tion, or under survey had a kilo- 
watt canacity of 1,094,000 and an 
estimated annual output of 
3,194,000.000 units. 

Since 1948, when, as a result 
of the Flectricity Act. the Board 
were given control of the entire 
Highland area, including the 
Islands, north of a line drawn 
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Haymaking near Carsphairn, Kirkcudbrightshire—typical scene in the 


hill-farn 


roughly from the Clyde to the 
lay, the Board have distributed 
power for the first time to over 
96,000 consumers, who represent 
more than 305,000 people, if a 
consumer js taken to represent a 
family of, say, three persons. 
The coming of power to the 

Highlands has opened the 
curtain on a new era of hope 
in an area where hope was a 
vanishing asset. Small indus- 
tries are changing over to 
modern electrical production 
methods. Agriculture has been 
stimulated by the introduction 
of electrical appliances in dairy 
farming, pig rearing, etc., while 
mineral resources previously 
considered uneconomic for 
commercial exploitation are 
being reconsidered, 

In the Eastern Highlands and 
in the north the Board have put 
in hand several schemes for com- 
prehensive distribution on the 
lines of schemes carried out 
earlier in the West Highlands and 
the Islands. One of these is in 
the farming district around 
Strichen in North-East Aberdeen- 
shire, which will supply power 
for the first time to about 2.400 
farms and 2,000 small industries 
ind homes in this area. 

This is an area to which par- 


4n industrial estate in Renfrewshire, overlooking the Firth of Clyde. 


ag areas of the Galloway uplands. 


ticular attention is being paid at 
the present time. In 1951, when 
a Scottish Council committee, 
under the chairmanship of ex- 
Lord Provost Duncan Fraser of 
Aberdeen, considered the unem 
ployment position in Aberdeen 
and the surrounding area it in- 
cluded a recommendation that the 
coastal area around Buckie and 
Peterhead, the area now being 
developed “electrically,” should 
be scheduled as a Development 
Area, 


Financing the scheme 


Later, however, the president 
of the Board of Trade announced 
that after consultation with the 
Secretary of State he had reached 
the decision that jit would be 
more appropriate that financial 
assistance to promote the neces- 
sary economic development in 
this district should be provided 
through the Development Com- 
mission, rather than by having it 
scheduled as a Development 
Area. 

It was agreed that factories for 
approved projects should be built 
in the area by Scottish Industrial 
Fstates, Ltd.. acting as agents for 
the Development Commission, 
and this was followed by a meet- 
ing earlier this year between the 
Government Departments con- 
cerned, the Scottish Council and 
other interested bodies and firms 


Defeating depression 


This meeting considered what 
industries could suitably be de- 
veloped in this north-eastern dis- 
trict, and as a result, a method of 
industrial development is likely to 
be worked out which offers new 
prospects to industrialists 
interested in establishing small or 
medium sized plants in an area 
presently suffering a depression 
but in which there are men and 
women used to hard work and 
capable of adapting themselves to 
modern commercial processes. 


Industrial Scotland, therefore, 


@ Continued on page 24 
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BEA 


to 
and within 


SCOTLAND 


Lowlands, Highlands, Islands — 


BEA brings 


all parts of Scotland within easy reach. To 


Glasgow there are daily services from London, 


Belfast and Manchester, and weekday services 


from Birmingham. To Edinburgh there are 


weekday services from London and 


Birmingham. From these two cities a network 


of services radiates to Campbeltown, Islay, 


Aberdeen, Wick, Inverness, 


The Outer 


Hebrides, Orkney and Shetland. Even these 


outlying centres are only 24—34 hours from 


Glasgow or Edinburgh. 


Full details and reservations from Principal 


\\) 


UR OPEAN 


Travel Agents, local BEA Offices or BEA, 
Dorland Hall, 14-20 Regent Street, London, 


S.W.1. Telephone : GERrard 9833. 
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Exhibitions an important 
medium in Scotland 


| by there anyone who remains 
to be convinced of the 
value of exhibitions as a 
stimulus to trade, to design 
and to industrial progress? If 
so, he is not Scottish, for all 
three interested parties in Scot- 
land, the organisers, the exhi- 
bitors and the public have 
shown marked enthusiasm for 
the grouped display. 

Indeed, Glasgow, the great in- 
dustrial city of the west, arro- 
gates to itself the description 
“Exhibition City,” and several 
pages of its official guide book 
are taken up with an account of 
past successes in this field. 

What a splendid catalogue 
these past exhibitions make; 
six million people saw the 1888 
Exhibition, 114 million  at- 
tended in 1901 and 134 million 
were at the Empire Exhibition 
in 1938. 

The big advantage that pre- 
sent-day Glasgow has in_ this 
matter is the existence of Kelvin 
Hall, a truly great exhibition 
building and a fine example of 
municipal enterprise 

Let us look at the statistics 
first. The hal] measures 458 feet 
long by 390 feet wide with three 
spans of 110 feet each, the 
largest in the world at the time 
of erection. The floor space of 
220,000 square feet is unbroken 
except for the 22 slender bars 
waich support the four arches of 
the high glazed roof. 

Designed especially for exhibi- 
tions, it is as big as London's 
Olympia—with the advantage 
that it is all on one floor. 

In addition to the main hall, 


By J. J. LYNCH, of 
John Menzies & Co. Ltd. 


there is an arena with seating 
accommodation for 2,000 and a 
restaurant which holds a similar 
number; there is a large confer- 
ence hall, post office, bank, club 
room and every amenity you 
could mention. 

The facilities for the staging 
of all types of exhibition are un- 
rivalled and almost every imagin- 
able industry, interest, sport or 
hobby has been represented in 
the exhibitions staged there 
These fall into three categories: 
1 Direct promotions by the 
Corporation, such as modern 
homes exhibition, carnivals, 
circuses, etc. 

Shows organised jointly with 

other associations, e.g, dairy 

shows, annual flower shows, 
etc. 

3. Trade shows, such as those 
involving the motor and radio 
industries and the great indus- 
trial exhibitions, for which 
the sponsoring bodies secure 
the let of the hall 
Kelvin Hal] has proved a great 

asset to tne city and to Scotland 
and it is of interest to note that 
there appears to be no parallel 
in Britain of a municipality 
possessing such a large exhibition 
centre with a civic staff engaged 
in the promotion of major exhi- 
bitions. 

The majority of the promo- 
tions are necessarily of domestic 
interest to Scotland only, but 
remember that the area served is 
a conurbation of over two million 
people and the Hall is located 
on a site which has 250 tram 
cars passing every hour. The 
major shows, however, such as 

@ Continued on page 14 
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of the Whole Family 
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“We'd rather miss our break- 
fast than miss the ‘fournal’.” 
That's what readers tell us 
(although we suspect that 
really they'd rather have their 
breakfast AND the People’s 
Journal), 
Anyway, it shows how much 
they love the “Journal”. It's 
the weekly paper that's part 
of life in Scotland and has 
been for 95 years. 
That's why Scots send their 
“Journal” to relatives all 
over the world, It's their 
great link with home, as 
4 \ our mailbag shows. 
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One of the 
Thomson-Leng 
Publications 


Head Office: Dundee 
London: 186 Fleet St., E.C.4 
Phone ;: Chancery 5086/88 
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Plans for the Scottish Industries 
Exhibition to be held Sep- 
tember 2-18, are still on 
the drawing board, but already 
its sponsors, the Scottish 
Council (Development and In- 
dustry), in consultation with 
their New York, loronto and 
London committees, can see 
the Exhibition taking shape as 
an international trade fair of 
major proportions and interest 

Making the first public state- 
ment recently, R, A. McLean, 
chairman of the management 
committee, outlined the reasons 
for going ahead with the pro- 
motion. These were, primarily, 
the outstanding success of the 
1949 Exhibition, which was 
visited by 550,000 people in 
fifteen days and resulted in 
£10 million worth of business, 
and the request by 95 per cent 
of the firms taking part for 
a repeat. 

Any major exhibition of | this 
type is bound to raise com- 
parisons with the annual 
British Industries Fair. The 
new Scottish Exhibition is not 
intended to be competitive 
with the B.LE., which was, 
and will remain, our principal 
British Trade Fair, but when 


Scottish Supplement 


PLANS FOR 


one realises that of this year’s 
2,280 B.LLF. exhibitors only 40 
were Scottish, it can be seen 
that only a meagre impression 
of what is made North of the 
Border can be shown. 

Ihe need for a Scottish Indus- 
tries Exhibition from time to 
time is evident, 

More new development — has 
taken place in Scotland in the 
last decade than in the pre- 
vious fifty years. Her heavy 
industrial products are famous 
throughout the world and 
thoughts immediately turn to 
Scotland when shios, bridges 
amd heavy engineering are 
required, 

But, since 1937, 340 firms have 

brought new light industrial 

developments into the country, 

242 of them since the war 

Goods from these factories 

are not as widely known as 

they should be, even in the 

United Kingdom. 

he traditional industries have 

been, and must be for many 

years to come, the mainstay 
of Scotland’s economic life, 
but one of the main purposes 
of the Exhibition will be to 
provide the opportunity for all 
the new concerns to show to 


@ Continued from page 12 


Exhibition facilities 


the Exhibition of Industrial 
Power and the Scottish Indus 
tries Exhibition transcend — the 
local and domestic and command 
national and foreign attention 

Glasgow provides at least half 
of the Scottish exhibition story. 
but it would not be complete 
without mention of three estab 
lishments in the city’s most dis 
play-conscious street 

The Melellan Galleries are 
situated mid-way along Sauchie 
hall Street and are extremely) 
popular because of their con 
tinuous and varied use As the 
name implies, they were origin 
ally Art Galleries and the eight 
suites house the smaller type of 
show, even catering for two or 
three simultaneously 

Further along this great shop 
ping thoroughfare, at the Char 
ing Cross end, are two perma 
nent exhibition buildings whose 
existence is ample proof. that 
exhibiting in) Glasgow is an 
attractive proposition 

These are the Engineering and 
Building Centres at Nos. 351 and 
428 respectively. Here engineers 
and builders with all their ancil 
lary services provide a perma- 
nent exhibition of materials 
components and appliances and 
there is always something new 
and interesting on view for the 
displays are kept up-to-date by 


frequent changes. Directed by 
industrialists of international re- 
pute, the Centres provide a tech 
nical information service and a 
liaison between users aad manu- 
facturers. 


Edinburgh is Scotland's capital 
and prize exhibit. Famous for 
many things. but esnecially for 
the dramatic beauty of jts natural 
setting, it attracts its tens of 
thousands of visitors each year 
as tourists and as Festival visitors 
and these, with the half million 
resident) population, enjoy in 
Princes Street probably the finest 
shop window in the world 


The principal exhibition centre 
is the Waverley Market on an 
ideal site alongside Waverley 
Station, its flat roof—-laid out 
with flower beds—overlooked by 
Princes Street. The only com- 
plaint anvone could make about 
the Market is that its 35,000 
square feet would have to ex- 
pand tenfold to satisfy all the 
demands that are made on it. 

There is a great diversity of 
smaller halls and galleries in 
Edinburgh, which all play their 
part during the annual Interna- 
tional Festival of Music and the 
Arts and the Royal Scottish 
Museum on Chamber Street was 
selected to house the first “Scot 
land Can Make It” Exhibition 


industrial buyers from home 
and overseas and to trade 
commissioners and delegations 
that Scotland is also competent 
in the new technical industries 
of the Twentieth Century. 
fhe Exhibition will not be nar- 
rowly nationalistic in its out- 
look, but the goods will be 
Scottish made, at least’ in 
their character and final 
assembly. 
Since four out of every tive of 
the American companies 
attracted to Britain since the 
war have chosen Scotland as 
their locale and firms from 
the Continent are also repre- 
sented by branch factories, 
their exhibits will show the 
latest Furopean and American 
techniques. 
is the aim of the promoters 
to make the Exhibition 
measure up to the highest in- 
ternational standards, thus giv- 
ing practical assistance to 
manufacturing firms both old 
and new and stimulating busi- 
ness throughout Britain as 
well as abroad. It has, of 
course, the full blessing of the 
Board of Trade and of the 
Government, 
Scotland has always exported 
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proportionately more of her 
products than the rest of the 
( nited Kingdom and the need 
to consolidate and extend her 
markets is always present, 

Pride of craftsmanship has long 
been a grand tradition of the 
Scot and there never was a 
time when pride in quality 
mattered more. the Exhibi- 
bition will show the greatest 
collection of Scottish manu- 
factures ever brought together 
and give a unique chance to 
Scots and others to see what 
the country can produce. 

lt will enable the promoters to 
prove that the old Scots tra- 
dition of quality has been 
successfully blended with the 
new mass production  tech- 
niques. 

Ihe same team who produced the 
1949 Exhibition is again in 
charge, with Lord Bilsland as 
president, R. A. McLean as 
chairman and M. H. Donald- 
son as general manager, and 
offices have been opened at 16 
Woodside Terrace. Glasgow, 


C.3 (Telephone DOU glas 8811). 
Application for space will not be 
invited until the autumn of this 
year. but already a number of 
requests have been received. 


ae: 
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Kelvin Hall, Glasgow, one of Scotland's great exhibition centres. 


Edinburgh is a city of taste 
and discernment with style and 
tradition in everything it does 
and the scope it offers for the 
display of quality merchandise 
hardly needs stressing 

Only Glasgow and Edinburgh 
have halls specially reserved for 
exhibition purposes, but nearly 
all the main towns of Scotland 
have a history of successful local 
exhibitions and a list of the 
venues would include: 

Dundee’s Caird Hall, 

Aberdeen’s Music Hall, 


Ayr Ice Rink, 

Kilmarnock’s Grand Hall, 

Kirkcaldy’s Adam Smith Hall, 

Perth City Hall and 

Greenock and Paisley Town 

Halls 

Although they hardly come 
within the limits of this article, 
a mention must be made of the 
traditional agricultural shows as 
important media for specialist 
selling. 

A glance through the pro 
gramme of the recent I1Ith 


@ Continued on page !9 
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ELECTRICITY 


for PRODUCTIVITY 


Electricity’s potential as a time, space and labour saving aid to produc- 


tivity is now widely appreciated. To assist industry to get the utmost 


value from the available power supply, The South West Scotland 


Electricity Board offer an advisory service, on ways of increasing 


production by using electricity to greater advantage—on methods which 


may save time, money, materials and coal. 


Do not hesitate to ask for advice. 


HEADQUARTERS : 


206 ST. VINCENT ST., GLASGOW C.2 "PHONE CENTRAL 3892 


Sub-area Headquarters : 


CLYDE ; 206 ST. VINCENT STREET, GLASGOW C 2 os ws Sonera 3892 
GLASGOW ; . ae «ss 75 WATERLOO STREET, GLASGOW C.2 Central 3831 
LANARKSHIRE ... «. 137 ALMADA STREET. HAMILTON Hamilton 1420 
AYRSHIRE cee eee aes GREENHOLM STREET, KILMARNOCK Kilmarnock 735 
DUMFRIES & GALLOWAY... MARCHMOUNT, DUMFRIES - ... Dumfries 991 & 1088 


PAISLEY 


IS THE MOST PROSPEROUS TOWN IN SCOTLAND 


* 


You can obtain a direct introduction 
to this wealthy market through the 


Jlaisley 
Daily Express 


* 


Write or ‘phone our London Office for fullest details: 


143 FLEET STREET 


Central 6692 (2 lines) 


you can't cover SCOTLAND 


we in area of 10K snH 
where shifiusding 


fersom 
without GREENOCK ore eu” 


ensuré steady employment 


for year. ahead 


you can’t cover GREENOCK 
without the 


t MeL Tae ' 
GAZETTE ii 


OUNDED in 1857 and still in the same 
F independent tamily ownership, the Greenock 
(Evening) Telegraph was recently described* as 
“one of the MOST VIGOROUS, FORTHRIGHI 
AND CONSISTENT provincial papers in Great 
Britain... in many ways a MODEL OF WHAT 
A LOCAL PAPER SHOULD BE.” 

It is read and respected in every home in the 
area (ABC average — 25,000 copies every evening 
in an area of 106,000) and thus claims a place as 
a useful addition to YOUR list of media. 


w im “Scotland” the jowrnal 
of the Seottish Counedl 
(Development and Industry) 


es and details from 


LONDON OFFIC t (Mr. Moon) 134 Fleet St., E.C.4 
| Ntral 3913 & 6329) 
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ADVERTISER'S WEEKLY—Scottish Supplement 


Direct Shipments 
to and from 


THE 


RT OF GLASGOW 


On the River Clyde, serve 


attractive charges 


INDUSTRIAL SCOTLAND 


and adjoining territory 


* 


Facilities of the First Class for 
Ships and Cargoes— 
Foreign and Coastwise 


* 


Write : General Manager and Secretary 


THE GLYDE NAVIGATION TRUST 


16 ROBERTSON STREET 
GLASGOW, C.2 
Tel. Central 2695 


poster sites 


[t is now almost five years 
since the inception of the 
Regulations to Control Adver- 
tisements and almost two years 
since the expiry of the period 
of grace that was allowed for 
existing advertisements. Un- 
fortunately it cannot be ex- 
pected that what has transpired 
since August 1948 sets a pat- 
tern on which the outdoor 
advertising industry can de- 
pend. Nevertheless, it is per- 
haps worth while reviewing 
what has happened, partly 
because the results so far have 
not been so _ disastrous as 
many pessimists forecast. 

There are several headings 
under which the application of 
the Regulations should be con- 
sidered and it must be empha- 
sised that this review applies only 
to Scotland where the Govern- 
ment Administration of the 
Regulations is applied by the 
Secretary of State for Scotland 
Operating the Scottish Act and 
Scottish Regulations which, how- 
ever, differ only in minor respects 
from their counterparts in 
England, 

One of the most potentially 
dangerous aspects of the Regu- 
lations was the provision of 
powers to local planning authori- 
tise to designate Areas of Special 
Control in) which commercial 
adver.isements are virtually com- 
pletely banned. 

In every case where a local 
planning authority has sought a 
Special Control Order, the out- 
door advertising trade interests 
have been consulted and, as a re- 
sult of discussion with local 
authority representatives, agree- 
ment has been reached on the ex- 
tent of the proposed Special 
Areas. 

Summarised, the results up to 
the present time are: 

Seven county councils have 
promoted orders which have 
been approved by the Secre- 
tary of State for Scotland. 

Two local authorities are 
actively engaged on the pre- 
paration of Orders, and 

Two local authorities have 
made preliminary approaches 
but, for some reasons best 
known to themselves, have 
let the matter lapse into 
abeyance. In all probability 
it will be revived in the not 
too distant future, 

One county council has adopted 
the unusual procedure of 
secking to schedule Areas of 
Special Control by reference 
to them in their general 


Praise for gable-end 
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By DOUGLAS BULL, of 
David Allen & Sons, Glasgow 


development plan, the sub- 
mission of which is a statu- 
tory obligation on all local 
authorities. This procedure 
was contested and it is still 
considered by everybody but 
the county council con- 
cerned not to be a good way 
to approach the problem 
because it involves objec- 
tions to the plan as a whole. 
Generally speaking the out- 
door advertising industry cannot 
complain about the developments 
up to the present time in respect 
of Areas of Special Control 
There is, however, no informa- 
tion available on possible future 
promotions except that certain 
societies interested in amenity 
questions have apparently can- 
vassed the opinion of all county 
councils jn Scotland and pub- 
lished information to the effect 
that 13 of them indicated that 
they considered the promotion of 
Orders for Areas of Special 
Control is not called for as they 
are satisfied that the Genera] 
Regulations provide — sufficient 
protection. 


CHALLENGES OF EXIST- 
ING ADVERTISEMENTS: 

August 16, 1951, was a signifi- 
cant date inasmuch as it was then 
that the period of grace for exist- 
ing advertisements expired and 
there was considerable trepidation 
in some quarters as that date ap- 
proached lest it be closely 
followed by a deluge of chal- 
lenges. That has not so far 
occurred, and in fact only two 
local authorities have sought to 
make use of the challenge pro- 
cedure. These, nevertheless, have 
been serious enough in spite of 
the fact that the applications 
which had to be made following 
the challenges were not in every 
case refused, 


will become increasingly aware 
of the very considerable contri- 
bution which outdoor advertis- 
ing makes to the economic life 
and well-being of the nation 
and will hesitate to take action 
which would lead to hardship, 
not only to outdoor advertising 
and ancillary trades, but also 
to businesses providing goods 
and services that use the 
powerful medium of outdoor 
advertising to promote their 
sales and thus help to avoid 
increased costs which would 
bear heavily on all sections of 
the community. 

APPEALS: In Scotland it is 
the invariable practice to hold a 
hearing in respect of every ap- 
peal. These hearings are pre- 
sided over by senior technical 
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This bulletin board site in Paisley Road, Glasgow, transforming @ derelict 
site, was allowed by the appeal authority on the ground of amenity. 


officers of the Department of 
Health in the capacity of Com 
missioner. 

The Commissioner meets the 
parties to the appeal on the site 
and takes note of all physical 
characteristics of the locality 
Immediately afterwards, at the 
hearing proper he reviews any 
written submissions that may 
have been made and listens to 
the arguments on both sides. 
The Commissioner then reports 
to the Department of Health and 
in due course the decision is pub- 
lished by the Department on 
behalf of the Secretary of State. 

Great care and attention is 
given to appeals by the technical 
and administrative officers of the 
Department of Health and it is 
intended to produce a bulletin of 
appeal decisions 

There have been in recent 
times an increasing number of 
appeals granted subject to condi 
tions imposed by the Secretary of 
State Hitherto these conditions 
have not been unduly onerous 
and in some cases it is only fair 
to admit that they have effected 
improvements in the proposed 
displays 

There has been one appeal of 
very considerable interest 

An application was made for 
a site which consisted of a large 
area of derelict ground in a 
locality the general characteris- 
tics of which were on a fairly 
high level of amenity 

In the notification of appeal, 
and at the hearing, the applicants 
admitted the existing amenity 
of the locality but contended that 
the advertising development pro 
posed, which included a garden 
layout, would enhance the exist 
mg amenity. 

Ihe Secretary of State sus- 
tained the appeal on _ these 
grounds and the result is shown 
in the photograph above. 

It has been very encouraging 
that the reactions to this devel- 
opment by the general public, 
amenity societies and = even 
members of the local authority 
refusing the original applica- 
tion, have been most favour- 
able. 
NEW SITES and GENERAL 

PROSPECTS: Although outdoor 
advertising has not up to now 
been so hard hit by the strict 
application of the Regulations as 


have been, it is never- 
very difficult to make 
the provision of new 
sites, losses of space inevitably 
occasioned by sites being taken 
up for building, and by the re- 
modelling of old sites 
A disturbing feature is the 
general tendency of local 
authorities to disapprove of ad- 
vertisements on the gables of 
buildings. Unfortunately, the 
local authorities’ attitude to 
gable sites is to a considerable 
extent supported by the appeal 
authority. 


it might 


theless 
Bor d by 


Overcoming prejudice 


Many people engaged in the 
outdoor advertising industry are 
prepared to concede that an ad- 
vertisement on a gable that pre- 
sents in itself an attractive 
appearance on account of archi- 
tectural merit, is out of place, 
but surely there could be no 
objection to a well-designed ad- 
vertisement enlivening a_ large 
and drab expanse of plain com- 
mon brick or cement? 

I here are many very fine gable 
sites in Scotland, which were the 
subject recently of interesting 
comment, 

J. B. Stewart, treasurer of 
the Outdoor Advertising Asso- 
ciation of America, was in 
Glasgow and Edinburgh for a 
short visit. He said that what 
interested him most was the 
wonderful use made of the 
gables and the way in which 
the displays were carried out 
on them. He said it was his 
intention, on his return, to 
make a very full report to his 
colleagues on the gable dis- 
plays in Scotland. 

For very many years outdoor 
advertising, and billposting in 
particular, was subject to attacks 
and severe criticism from many 
sources. Provided those engaged 
in the industry continue to deve- 
lop their efforts along reasonable 
and proper lines, there is every 
reason to think that prejudice will 
he overcome, Indeed in many 
parts of Scotland the efforts al- 
ready made are widely recognised 
and appreciated, not only by the 
former critics but by advertisers 
who are obtaining first-class re- 
sults from their campaigns. 
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UDlo 
SWAIN 


... Our New Studio 


... our new studio, 
built in this Corona- 
tion year of 1953, ts 
the crowning achte- 
vement of our efforts 
to provide a Service 
of Commercial Pho- 
tography in Scotland 


that is second tonone 


STUDIO SWAIN. 
32-34 YORK STREET © GL 
 Talaghione CENtral 90490 
Le ms SWAINSCOT. GLASC ial 
ances — 


JORN SWAIN & SON LTD., 


392 ARGYLE STREET - GLASGOW, C2 
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ADVERTISER'S WEEKLY 


WHERE IT GOES 


DEPENDS ON HOW YOU HIT IT 


SV REET. 


Tele phone 


PRACTITIONERS iN 


Scottish Supplemens 


The flight of the*golf ball 
and the success of your 
advertising Campaign have 
this much in common — 
force, technique, determination 
go for nothing without some 
panache of style ; the keen, 
swinging style of the Emmett 


drive 


W. H. EMMETT (SCOTLAND) LTD. 


GLASGOW, C.2 
Douglas 8407 


ADVERTISING 


SALES... 


Subscribed to by 95 


Chemists in Scotland 


EA * 5 : 


Pst Ace amen 1914 


* 


RATES OF INTEREST 
€15.15.0 per page Single in 


(14.140 ., ,, for 3 
613.130. »o wow» © 
£12.12.0 _n 
Rate Card on Application 


Advertisement Manager 
SCOTT MURRAY 


240 
POLLOKSHIELDS, 
London Representotives 
&. W. PLAYER, LTD. 
30 Fleet Street, London, E ¢ 
Tel. Central 2786/8 


GLASGOW 


A PRESCRIPTION 
TO BOOST YOUR 


PUBLISHED MONTHLY 


THE SCOTTISH CHEMIST 
ALBERT ORIVE 


4 


Oldest 

Established 

Family 

Newspaper 
IN 
MOTHERWELL 
AND WISHAW 


(Pop. 65,000) 

In this, the third largest 
Burgh in Scotland, new 
light industries are under 
way and old industries 
are working to capacity. 


To reach this prosperous 
area advertise in 


“TheWishawPress 


& Advertiser 
incorp. “The Wishaw Herald’”’ 


MEMBER 
AUDIT BUREAU CIRCULATIONS 
Head Office 
96 MAIN ST., WISHAW 


Represented in London by 
Will Kitchen Jr Ltd 
131 FLEET STREET, E.C.4 


Telephones: 


CENtral 1960, 3133, 3754 


Sturdy press serves 
advertisers well 


MNEEING Scotland, Samuel 

Johnson once wrote to 
Boswell, is only seeing a worse 
England. No admirer of the 
Scots, he would probably have 
said the same thing about 
Scottish newspapers. And he 
would have been equally 
wrong. 

While Scotland cannot 
(or at least get away with claim- 
ing) that her newspapers are 
better than the English, she can 
at least state with justification 
that they are no worse. They are 


claim 


possibly smaller because Scot- 
land is made up of small and 
scattered communities, But for 


all this they are no less impor- 
tant. 

Taking for granted a storm of 
English protest, we like to say 
that the Scots’ paper is the better 
written and better read of the 
two. This ts not (or not just) be- 
cause Scottish journalists are 
better, but because Scotland has 
long enjoyed a higher standard of 
education 

Stunts disliked 

Scots like to point out, too, 
that just as the coupler-flanges 
and spindle-guides of the British 
Merchant Navy were watched 
over in Kipling’s day by Scots 
McAndrews, there was a golden 
age of British newspapers when 
Fleet Street editorial chairs were 
almost exclusively peopled by 
Scotsmen, 
biased in this matter. 

The chief difference really lies 
in the fact that, because the Scot 
en masse is a pretty dour and 


canny creature, the Scottish news- | 


paper is a little less inclined to 
sensationalism and “stunts” than 


| to smaller size. 


that of more demonstrative 
nations. ‘There is a quiet “get- 
on-with-the-job” quality about 


the northern paper which is often, 
and wrongly, mistaken for lack of 
enterprise. But this, to a large 
extent, is dictated by the reader 
who wants, indeed demands, good 
solid value for his money. 


Pioneered colour 


The Scot, I suppose you could 
say, likes to know where he 
stands with his reading. Some 
years ago our own paper changed 
It made a better 


looking newspaper, but to the 
public it was “different” and. 
until re-established, was some- 


thing to be looked on almost with 
suspicion. 

At the same time a move 
was made to reduce the type 
size to give more news. Only 


BY A SPECIAL CORRESPONDENT 


But possibly we are 
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a sketchy public opinion poll 
was needed to show that this 
plan would not have been 
popular. The old folks at 
home, it appeared, who liked 
to sit round their fires of an 
evening with their local three- 
halfpence worth, would not be 
able to manage the smaller 
type face. 

To some extent, then, Scottish 
newspapers are MOre conservative 
than those south of the border. 
This is not to say they are any 
less go-ahead. /t was a Scottish 
paper which, shortly before the 
war, pioneered colour in the 
daily market in Britain. 

The Scottish newspaper, too, 
is very jealous of its rights and 
privileges. It was a Scots editor 
who, over a hundred years ago, 
fought the Stamp Tax by print 
ing (to the confusion of the law) 
his “papers” on linen. 

And the Scottish newspaper is 
alertly mindful of tts dutv to the 
public. It was a Scottish evening 
paper which, nearly a_ century 
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ago, was first sold for the low ~ daily round and com 
price of one halfpenny. task of its community 

This is no deliberate plug for While the national provides 
Scottish newspapers. Nor is it a ‘™portant news and views 
plea for more Home Rule and @Dvut the unknown — outside 
less Fleet Street control. Rather ord, the local paper tells of 


it is to show that, while even ‘' re important (to the 
Scottish newspapers have their ‘e4der) “goings on in the next 
faults, they have no more of ‘Sifect ; 
them than the English. Journalis- No doubt many a national 
ucally Scotiand is not “a worse advertiser who has asked for j 
England.” an oe on LB an en 
Together the papers of the PAG Ne ee a a ; ; 
two "sala lee” aes the mention shocked) to find his vs 23'4 | 
British press the world’s best iene — pig ms Y”) 
Naturally they both have their drive Se wt oot petty court ; ; — 
own personality and point of view 3, os - ; 


cases and the like. He would — 
probably be even more sur- . PRESS 
prised to find = that nearly 
everybody in the community 


which reflects the character of 
their Own area. This is only, and 
rightly, to be expected. 


ee 


“PRINTING y, 


. 7” us i 
Between the purely local small had read nearly every word on 2 ee re 
community papers of the two that page and his advertise- E. 
countries there is probably a ment for good measure. ; 
slighter difference than between 
the big nationals. Scottish and Kept for reference oy 
English local papers are dedi- F 
cated, after all, to the same task— | Ihe reading of newspapers, it 7 
to act as guide, philosopher and Ofte —_ has ap ecegy tyra P P 
isiead to the public as well ag = 2 Way OS BS ee, ee — ‘a 
simply a disseminator of news; not altogether true of the local DIRECT MAIL Ss at - 
to act as public notice-board, Diol 7%. aie ar igi te j 
- ~ ainly t ne 4 . Pe TE 
salle fos: Ra capes the local cinema, the local 7 POSTERS 
vertising medium. This is what 4 match, aod the agg hs. A 
makes a local paper. the home IS neve! quite { re same nae 
( if somebody has forgotten to col 


The small town newspaper jes: or deliver. the fondly 4 
is usually well fitted for its termed (we hope!) “local rag” 
task, or rather, it has fitted Not only is the local newspaper ee 

itself well by possibly a cen- in Scotland read -and read, at that PACKAGING , y, 
tury of active and interested py 4!) sections and classes of the “ , 
participation in the day-to-day community it is almost always 

life of its own area. It has Kept in the home for reference to DISPLAY 
gradually come to be regarded = pot})) advertising and news 

as a public service rather than  coliyyyns 
as a commercial concern. It When the local paper's reading " 
knows, and is known. It isthe — jife |, finished. it ends up, as like 
voice of the people, written as not, as a make-do table-cloth 
by the people for the people. or firelighter. And who can tell 
It “belongs” in smalitown = how many times, in the dullness 
while all other papers are out-of jouschold chores, a chance 
siders, 


om 
glance at a newspaper has given | 
All in all, the small paper is birth to the idea that it is high | 
part--and a very important part time a new hat was bought? 
® Continued from page 14 
Exhibitions: ‘Ahead of their times’ = 


Annual Ayrshire Show or, better to the Royal Highland 


during 
still, a walk round Ayr Race the last week of June 
Course where the show is held. The collective exhibition or 
would astonish the sales mana grouped disnlay is a form = of 
ger who has not yet realised how human intercourse. It satisfies 
diverse are the needs of the the legitimate desire to show off 
farming community to-day it stimulates the competitive in 
Shows are held in all the Stinct, it raises standards and 
principal market towns, the above all it provides a meeting 
most important being the Royal place for people and opinions LTO 


Highland Show which is held in The fact is that exhibitions ADVERTISING 


a different centre each year have always been three dimen 
Alloa will be this year’s host sional and ahead of their times. 


Forthcoming promotions in Kelvin Hall, Glasgow, include: Hryiste wif, ed Wad llOWONS WH Ate V/, (SY 


1953 
Sweet Pea, Rose and Carnation Show August 5 and 6 ws -oT Te — — 
City of Glasgow Annual Flower Show September 9 to 11 7 W KSI REGENT STREET 
-s Modern Homes Exhibition October 7 to 24 
| Scottish Motor Show November 13 to 21 GLASGOW 
Christmas and New Year Carniva! 


December 7 to 
January 30, 1954 ¢ , 
’ ’ clephone Douglas 543 
1954 (contd.) / 


Scottish Dairy Show ‘ a ik February 16 to 19 

Building and Civil Engineering Exhibition *March 17 to 27 P c f AIPA - ; . KEEN 
rs DIRECTORS. ELLIS D. Ll | W. B. HADDOW - CECIL E 

Fashion and Beauty Show *April 14 to May | core : Sie 

Medical Exhibition és ia July 5 to 9 

Scottish Industries Exhibition September 2 to 18 


*Provisional dates 
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ADVERTISER'S WEEKL Y—Scottish Supplement 


i] 


every 


ounce 
of 
effort 


\ is behind 
each appro- 
priation 
we handle. 


AN upward trend 


in our Clients Sales | 


Chart is always 
uppermost in our 
mind. 


Peter A. Menzies 


Advertising 


111 Bath Street, | 13 George Street 
GLASGOW C2 EDINBURGH 2 
Registered Practitioners in Advertising 
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Pitfalis to avoid in preparing 
ads. for Scotland 


MIVHERE are roughly five 

million of us. That's less 
than the population of London. 
Many of us are Scots and, 
Strangely enough, it is the 
Scots in Scotland who still set 
the pace in whisky, bagpipes, 
haggis, kilts, kippers and prize 
shaggy cattle. The others fol- 
low the lead after three days’ 
residence in the country and, 
whether the name is Hennesey 
or Hokiti, you will find them 
looking up the lists of tartans 
to see if they can trace their 
clan origin. 

Everyone wants to be Scots; 
even most of the people who live 
in Scotland never give up trying. 

In many ways Scotland has 
never been more Scottish than it 
is to-day. The Home Rulers blow 
up E.R. IL post boxes; an 
embarrassing number recently 
signed the Covenant for self- 
government; Coronation tourists 
are booking in thousands to see 
the great glens and canny crofts; 
you will see more tartan in 
Edinburgh’s Princes Street than 
ever before. Scotland seems to 
become more and more insular, 
more race-proud. The Scots are 
now eating haggis and listening 
tc their own bagpipes —-and there 
are now some who can even tell 
you a few of the clan tartans. 

You might imagine from all 
this that buying habits, too, 
have become more distinctive 
more peculiar to that canny 
race. Have they? No. What 
the housewife in Bermondsey 
buys on Wednesday morning 
is almost exactly what the 

Glasgow housewife buys on 

Wednesday morning. They 

buy the same groceries, the 

same tinned stuff, the same 
soap, the same cleaners and the 
same magazines and matches 
and dog food and _ doylies. 

Mass production and national 

advertising have seen to that. 

From a marketing point of 
view, Scotland has_ been 
“liquidated.” Don’t believe any- 
one who tells you that there is 
some queer hocus-pocus about 
thoroughly understanding — the 
Scottish market before advertis- 
ing to it. If you tell a Scot in 
simple English words in big 
letters often enough to buy your 
toothpaste he'll ask for it about 
as frequently as does the Lon- 
doner. If you offer it cheaper 
he'll jump with about the same 
agility as a Liverpudlian. 


By W. 


Most Scots like to keep up the 
myth about being a “distinctive” 
race simply because it’s about 
all we've got left— keeping it up. 
The distinction stops when we go 
into a shop to buy a razor blade 
on which we think we can rely. 

[he manufacturer with the 
biggest advertising spaces usually 
gets our money 1, for one, 
wouldn't like to put on the Scot- 
ush market a product the appeal 
of which was simply that it was 
made in Scotland—except, per- 
haps, a turbo-jet engine or haggis 
or Oatcakes or tweed. 


Are there any pitfalls, then, 
for the manufacturer appealing 
to the Scottish market? 


Yes a few. But these should 
be so obvious to the copymen 
that it seems almost unnecessary 
to mention them. ‘The first pit- 
fall I'd like to indicate is not a 
deep one but it has barbed spikes 
down the hole. It's this sorry 
business of “England.” For the 
sake of peace and quiet and the 
postman’s feet put “Britain” in 
the advertisements. If you say 
“England” when you intend to 
include Scotland, be sure of it, a 
large portion of this five million 
will have you opening letters of 
protest for weeks. lt won't affect 
sales much; it’s just uncomfort- 
able. 


Readership changes 


Another pitfall lies at the door 
ot the English space-buyer. From 
what I see in Scottish newspapers 
and magazines, circulation figures 
seem to be meaning too much; 
readership seems to be forgotten. 
Now here is a case where a little 
thought and understanding of the 
market 1s necessary. 

Like the rest of Britain in the 
last few years, Scotland has 
undergone a general levelling-out 
of her social grades. This pro- 
cess seems to be least felt in 
stable Edinburgh but in Glasgow 
and the rest of the industrial belt 
the people you see on buses and 
trains reading certain publica- 
tions are not the same types who 
would be reading them before the 
war. 

Money and buying-power, too, 
have changed hands. A look at 
the TV aerial masts will show 
that Ihe moral? Don't buy 
space out of a directory of Scot- 
tish newspapers. Find out more 

who reads the newspapers, 
when they read them, how they 
read them 

A rough rule-of-thumb method 


RODERICK WILKINSON 


of finding out more. about Scot- 
tish readership is by examining 
the classified columns. There you 
can see (a) the weight of classi- 
fied advertisements indicating the 
publication’s influence and 
reader-trust, (b) the emphasis on 
certain types of offers to certain 
types of readers, (c) the best days 
for offering certain products to 
catch the main body of readers 
likely to be interested. 

A better way is to come to 
Scotland and find out for your- 
self. 


No silly jokes 
One or two small potholes to 
be avoided in advertising to Scot- 
land should likewise be obvious 
to anyone who has a rudimen- 
tary knowledge of these five 
million people. 


®@ Don't crack silly jokes about 
Scots thrift and  canniness! 
(We're not very thrifty these 
days anyway.) 


@ Don't appeal by way of tar- 
tan designs and bagpipes and 
quotations from Scots verse. 
(Half of us won't know what 
you're talking about.) 


® Don't remind us we're Scots 
—we do plenty of that ourselves. 


® Don't pat us on the head in 
your advertisements by telling us 
how lucky we are to have your 
products now delivered by 
wagon-trail from England. 


@ Don't talk about England at 
all. Just tell us what you are 
offering in an attractive, per- 
suasive, striking advertisement. If 
we like the idea we'll buy. If 
we don’t—shift your marketing to 
the Gold Coast or somewhere. 
You're out. 


Choice of media 


As | see it, there seem 
little wrong with the national 
advertising that finds its way 
into Scotland these days 
Copy and picture do their job 
about as well as they do it in 
West Dorset. The choice of 
media, however, is not always 
what it should be. There js far 
too much space being bought in 
London in the wrong Scottish 
publications. Not terribly wrong 
Just wrong. 

Scottish media take a bit of 
understanding. For instance, did 
you know that ads. placed in 
about half-a-dozen publications 


@ Continued on page 24 
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Steady Growth 


Che 


Ayrshire Jost 


continues its steady rise in public 
favour, and maintains its position as 
the foremost county weekly in the 
Burns Country. 
e 


A.B.C. Certified Net Sales 
(for half-year ended 3lst December, 1952) 


22,214 


copies weekly 
* 


THE AYRSHIRE POST 
NILE COURT: HIGH STREET-AYR 
Telephone: AYR 3521 
LONDON REPRESENTATIVE 


CFR FORE + SS FLEET SIRT « €.6.4 
Telephone CENtral 1923 


LANARKSHIRE 


The County which houses 


more than one quarter of 


Scotland’s population. 


The Hamilton Advertiser 


AND COUNTY OF LANARK NEWS 
is the Newspaper which covers this important 
territory more thoroughly than any other. 
1952 Certified A.B.C. Net Sales 44,896. 
. 
Trade Display Advertisements 1§/- per single column inch. 
« 


Head Ofhce 
Press Buildings, Hamilton 
Phone 1234 


London Othce 
Edwin Greenwood, Ltd., 231 Strand, W.C.2. 
Phone: City 5907, Grams: Adpostor, Estrand, London. 


SCOTLAND’S LARGEST PROVINCIAL WEEKLY NEWSPAPER { 


Supplement ADVERTISER'S WEEKLY 


DESK CALENDARS 
DESK BLOTTERS 
MEMO PADS 
SHOWTABLETS 
& DISPLAYS 
IN ** PERSPEX "’ 

MADE IN SCOTLAND 


* * * 


PROPELLING PENCILS 
ASH TRAYS 
& LEATHER GOODS 


CART E R ADVERTISING SUPPLY co 


136 WELLINGTON STREET * GLASGOW C:2 
TELEPHONE: DOUGLAS 4203 


MITCHELLS 
ADVERTISING SERVICE LYD. 


j ? “fe ° °° 
w 3 etpora le d Jracli lionets um Advertising 
‘ 


E have been serving the interests 
of advertisers for 40 years, and to- 
day number famous names among our 
clients, many of whom have been with 


us for over a quarter of a century... 


A telephone message or letter will bring 


an Executive by return. 


68 GORDON STREET, GLASGOW, C.l 


Phone: CENtra! 4 Grams: “Mitchelad”’ Glasgow 
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ADVERTISER'S WEEKLY 


COVER THE Publicity has built up 
NORTH huge tourist trade 
OF 


SCOTLAND 
AND THE ISLES 


with the 


Scottish Supplement 


By W. A. NICHOLSON, 


manager, Scottish Tourist Board. 


TINHREL 
can be 


facts 


the 


indisputable 
attributed to 


| Scottish tourist industry: 


NORTH 
SCOTTISH 
GROUP 


OF || NEWSPAPERS 


o ORKNEY | 


7. me 


The following Newspapers 


comprise the Group: 


BANFFSHIRE HERALD, Keith 

BANFFSHIRE JOURNAL, Banff 

BUCHAN OBSERVER, Peterhead 

ELGIN COURANT, Elgin 

FRASERBURGH HERALD, 
Fraserburgh 

JOHN O'GROATS JOURNAL, 
Wick 

NAIRNSHIRE TELEGRAPH, Nairn 

NORTHERN CHRONICLE, 
Inverness 

THE ORCADIAN, Kirkwall 

ROSS-SHIRE JOURNAL, Dingwall 

STORNOWAY GAZETTE, 
Stornoway 


GUARANTEED CIRCULATION 


81,000 
Flat Rate 35/6 Per S.C. In. 


ONE ORDER - ONE BLOCK 
ONE ACCOUNT 


Full particulars from: 


WILL KITCHEN Jr LTD. 


National Advertising Representa ives 
131 FLEET STREET, E.C4 
Telephone: Central 1960, 3133, 3754 


| handled 


| with 


No other industry has made 
such remarkable progress in 
the post-war years; 

No other industry produces 
such a volume of purchasing 
power for other industries; 

No other industry has greates 
potentialities for expansion. 

Visual evidence of the first 
of these has been very apparent 
in Scotland in the past few years 
It has also been proved in the 
records which the — Scottish 
Tourist Board has been obtaining 
from the various branches of the 
tourist industry throughout Scot- 
land, records which are now 
being regularly tabulated so that 
that the progress of this industry 
can be measured with a greater 
degree of accuracy than at any 
previous time, 

A few facts and figures are 
sufficient to show the remarkable 
developments which are taking 
place in the industry and the 
growing volume of trade being 
brought to all sections of the 
community in Scotland and even 
outside it, 

Last year 3,635,884 people 
made use pf the sleeping facili- 
ties available in Scottish hotels 
and boarding houses, an_ in- 
crease of more than 1 million 
compared with 1950, 


All records broken 
Prestwick 


In the year 1949-50 
Airport. which is Britains No. 2 
international airport, handled the 
total of 117,236 passengers 
the corresponding — period 
1951-52 the total number 
passeggers handled had risen 
168,082 passengers. Internal ; 
services Operated by — British 
European Airways in) Scotland 
and to and from Scotland 
last year a total of 
183,000 — passengers compared 
130,000 jn the previous 
year, 

One major development that 
has taken place concerns the 
growing volume of tourist: trade 
being brought into Scotland by 


coach tour operators from Eng 


land and Wales. In 1949 these 
operators brought 39,000 — pas- 
sengers into Scotiand on extended 
tours lasting for periods from 
seven to fourteen days. Last 
year these same operators 
brought $8,000 passengers into 
Scotland 
The 
Holidays 


and 
whose 


British Travel 
Association 


officials maintain records, which 
are accepted by the Govern- 
ment, of the number of over- 
seas visitors to Britain, provide 
figures for 1952 which show 
that of 732,828 people who 
came to Britain 231,500 visited 

Scotland. 

The tremendous appeal which 
Scotland has for people in a! 
parts of the wora ts further 
proved in official records main 
tained by the Ministry of Works 
of the people visiting the 
National Naval and = Military 
Museum at Edinburgh Castle 
Last year the visitors book in 
this museum was signed by over 
10,000) overseas visitors who 
came from no less than 171] 
nations and throughout 
the world 

The result’ of the publicity 
effort which Scotland has been 
making in the course of the past 
yveven years to make known hey 
tourtst attractions throughout the 
world is having its effect not only 
on the tourist industry but on 
industry in general 


States 


More people are visiting Scot- 
land earlier and later in the 
year than at any previous time 
and hoteliers in the rural areas 

the majority of Scotland's 
hotels are situated in the rural 
areas who in pre-war days 
could only reckon on a 12 to 16 
weeks season, concentrated 
generally in the months of July, 
August and September, are now 
enjoying trade as early as March 
and April and as late as October. 


As the tourist trade is develop- 


Typical 


Scottish village and harbouw 


Ben Nevis, at Inverlochy. 


William, Inverness-shire 


I ort 


ing there is a growing appre- 
ciation of the fact that the 
benefits from this trade are not 
flowing only to hotels and to 
transport Operators Long 
tance coach tour operators from 
England and Wales estimate 
that the average passenger taking 
part in an extended coach tour 
spends on hotel services approxi- 
mately £9 per week and approxi- 
mately a further £5 per week in 
shops in the purchase of souvenir 
goods 

L. Lickorish. the 
officer of the British Travel and 
Holidays Association, estimates 
that British residents taking their 
holidays inside Britain spend in 
the neighbourhood of £36 mil- 
lion per year in the retail shops 
of the country. 

It is this important contribu- 
tion which the tourist industry 
can make to the other industries 
of our country that has en- 
couraged the Scottish Tourist 
Board this year to co-operate 
with the Scottish Council (De- 
velopment and Industry) in pro- 
moting a Scottish 
Weeks in London for the general 

®@ Continued on page 24 
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This is Crail, Fife. 
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ADVERTISER'S WEEKLY 


Supplement 


The Complete Advertising Medium of the 
Scottish Borders consists of 

THE SOUTHERN REPORTER 

THE BERWICK ADVERTISER 

THE BORDER COUNTIES CHRONICLE 

THE BERWICKSHIRE ADVERTISER 


and is called 


THE 


TWEEDDALE PRESS 


the largest advertising medium between Glasgow 
Edinburgh, 


Newcastle and Carlisle. 


Head Office 
90 Marygate, Berwick (Tel 578) 
also at 53 High Street, Selkirk (Tel 2118 and 3258) 
and 2 Cross Street, Kelso (Tel 74) 


London Representative 
Will Kitchen Junr. 131 Fleet Street, London, E.C.4 
Tel CENtral 1960, 3133, 3754 


ACCIDENT - 
FIRE ° 
MARINE : 


PENSIONS 
LIFE 
AVIATION 


All the above classes of business 
are transacted by the 


SCOTTISH UNION 


and 
NATIONAL INSURANCE COMPANY 


and enquiries are cordially invited 
at any of the Company's 


Branches or Agencies. 


Established 1824 


Head Office : 
35 St. Andrew Square, Edinburgh 


Branches and Agencies throughout the World 


THE 


GENERAL 


BILLPOSTING CO. LTD. 
23a St. James Square, Edinburgh 


Offer outstanding sites throughout 
Scotland’s markets in 


Glasgow, Edinburgh, Dundee, 
Aberdeen, Inverness and all 
towns in Angus. Also Dun- 
fermline, Kirkcaldy, Alloa and 
all towns in Fifeshire. Also 
Border Towns — Galashiels, 
Hawick, Peebles and towns 
to Berwick-on-Tweed. 


We will be pleased to submit schemes for all Scotland. If you 
wish to concentrate or localise a scheme in any one town or 
district we will let you have ali particulars. Facilities in all 
towns offered for selection and inspection. 


Telephone No : Central 3605. Telegraphic Address: Posters, Edinburgh 


eg Hy 


Under one Roof 


216 B vell Street! is a first class te amor 


a ing rand women, ; fully experienced in the 
art of selling by advertising. To support this team are 
specialised departments such as DIRECT MAIL, 


PRINT, EXHIBITION & DISPLAY, RESEARCH, 
and PLBLIC RELATIONS. 


bums / Abb Mu Gi, 


Incorporated Fractitioners in Advertising 


216 BOTHWELL STREET, GLASGOW, C.2 
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ADVERTISER'S WEEKLY 


x’ 


DUBRIEN HOUSE, 


% To Cover. 


Scottish Supplement 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


196 CLYDE ST, GLASGOW 
CITY 6961-2.) “DUBRIEN, GLASGOW” 


When next you have a job that is meant to attract attention, em loy 
SCOTLANDS FINEST DESIGNING & PHOTO-ENGRAVING SERVICE 


DISTINCTION 


MARKS THE WORK OF 


Editions 


NORTH AYRSHIRE and THE ISLE OF ARRAN 


advertise in 


The Ardrossan and Saltcoats erald 


1853 CENTENARY YEAR 1953 


TROON AND PRESTWICK TIMES 
IRVINE AND FULLARTON TIMES 


PUBLISHED ON FRIDAYS 
Member of S.P.A.N. group 


London Agent: EDWIN GREENWOOD LTD. 23! STRAND, LONDON, W.C.! 
ARTHUR GUTHRIE & SONS LTO., HERALD OFFICE, ARDROSSAN 


GOLF CLUBS - LIQUEUR - 


ADVERTISING 


AGENT 


Ss 


¢, *,¢ ; 
BANKING * BEER - BOOKS - FERTILISERS - FINANCIAL SERVICES 
MACHINERY - 


CEUTICAL PRODUCTS * POULTRY FOODS & ANIMAL FEEDING 
STUFFS » SELECTIVE WEED-KILLERS » WHISKY 


SAS betiun « be 


MAPS - PHARMA- 


21 Castle Street, Edinburgh 
Telephones CAL 7258 9 


AND CONSULTANTS 


ee. 
a ' 
r JOHN O’'GROAT 
y=! 
F e 
i 
i 4 ’ se 
& Wick, Caithness 
- 
: - 
‘ The Paper with by far the 
largest circulation in the wide 
mt area of the mainland of 
ee Scotland north of Laverness. 
s, = 2 
aa Phroughout Caithness (which 
We is largely an agricultural 
’ country) the paper is popular 
F with all classes. 
\ 
< EVERY FRIDAY — Price 3d. 
“ Rate Card on application 


Phone 


Telegrams 
Wick 29 


Journal, Wick 


| 


GOOD PHOTOGRAPHS 


look natural—tell the truth 
Vor good commercial and industrial 
photography in black and white or 
colour consult 


HISLOP & DAY LTD. 


Block makers in line, half-tone and 
colour. 

Commercial artists and photographers. 
9 Albany Street 
EDINBURGH 1 


Telephone: 30051. 


A full list of Scottish publications 


24 


| 


together with rates and mechanical | 


requirements appear in the 1953 

Advertiser's Annual. Have you 

your copy? If not, write to 180 
Fleet Street, London, E.C.4. 


77 


@ Continued fror 
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Publicity boosts tourist trade 


exhibition of tourist literature 
and publicity ‘terial = and 
examples of the manufactured 
products of the arcas 

Windows of the Scottish 
Council in Mayfair Place and of 
Scottish Omnibuses Ltd. in 
Regent Street have, since early 
in February, been used week by 
week for the dual purpose of 
demonstrating that Scotland is 


not only worth visiting, but that 


her products are worth buying 
These window displays have 
been supplemented by an exhi- 


bition of manufactured products 
in the board room of the Scot- 
tish Council. 

This marriage of the tourist 
and manufacturing trades has 
had interesting and beneficial 
results. 

An increased number of people 
have been encouraged to visit 
Scotland on holiday while 
manufacturers taking part in the 
exhibitions have established new 
contacts and in many cases have 
received substantial orders from 
both home and overseas buyers. 

This small scale experiment, at 
first embarked upon with some 
trepidation, opens up a_ wide 
field to Scotland for the future 
projection of her wares and the 


@ Continued from page 10 


facilities she can offer both to 
the tourist who visits her and to 
the world buyer who wants to 
purchase her products. Plans for 
the extension of the scheme to 
all large cities throughout 
Britain, and eventually to over- 
seas countries, particularly in 
dollar currency areas, are now 
being considered. 

Co-operation is the key-note 
of the experiment and with that 
co-operation, which has been so 
readily forthcoming so far in 
this national scheme, I am quite 
convinced that through joint 
advertising and jagint publicity 
the planned projection of the 
scenic beauties and attractions 
of Scotland can be used as an 
effective backcloth against which 
can be sold increasing quantities 
of the products of Scottish 
factories. 

So far we have only been skim- 
ming the surface of the trade that 
could be available to us, With 
drive and energy the movement 
of growing numbers of world 
visitors to Scotland can be 
accelerated. With initiative and 
enterprise, Scottish manufacturers 
can take advantage of that move- 
ment to find new markets and 
new outlets for their products. 


The new industrial revolution 


is extending. The confines of 
the industrial belt are being 
broken. The elements are being 
harnessed to attract’ industry 
northwards for the first time 
since the Caledonian forests of 
Wester Ross were laid bare to 
provide fuel for the bog iron 
developments centred in the 
Kinlochewe area--more than 
200 years ago. Water is abun 
dant for the attraction of the 
chemical industry and it is also 
being turned into power for in 
dustry, agriculture and the home. 
Mineral resources are being 
reconsidered and the great 
forests grown under the guid- 


@ Continued from page 6 


Power supply 


added a recently introduced “off 
peak” tariff designed to assist 
any consumer who can con- 
veniently switch all or part of 
their electrical load to periods 
when the over all consumption of 
electricity is low. In most cases 
the charge for power under this 
tariff is less than half the stan 
dard rate. 

From the public’s point of 
view, the criterion of efficiency is 
not so much the number of new 


connections, or even financial 
results, but the quality of the 
service which is rendered by the 
Board Accordingly, every 
aspect of the Board's consumer 
service is being developed 
steadily. 


ance of both the’ Forestry 
Commission and private 
foresters are proving an increas- 
ing attraction to the “forest” 
industries. Agriculture is being 
stimulated as never before and 
the people of Scotland, for 
years her greatest export, are 
actively putting their own house 
in order and turning their 
pioneering talents towards the 
development of their own 
countryside. 

Scotland is in the initial stages 
of a great industrial development, 
possibly the greatest in her 
history. 


@ Continued from page 20 


Ad. pitfalls 


here usually have an astonishing 
response from overseas? Or that 
one daily newspaper which used 
to have a considerable clerical- 
professional-legal-medical reader- 
ship five years ago now swings 
almost to the other side of the 
fence? Or that there is a slow- 
but-steady migration of good 
wage-earning miners and_ their 
families from Lanarkshire to 
Fifeshire? Or that very many 
of the poorer professional classes 
read the “top-grade business” 
publications mainly for the 
“situations vacant” and the cross- 
word? 
Come 
time! 


up and see us some 
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ADVERTISER'S WEEKLY 


THE SPEARHEAD 


of every National Campaign in Scotland 


‘| ursday 
GUINRES 


Flite wrightet 


FN .~> 
A GUINN Tor Vor 


THE GLASGOW HERALD, EVENING TIMES, and THE BULLETIN are Scotland's three 


est newspapers and are meluded 
mevery National campaizn. They are the spearhead of resolute sales drives u 


, the may 
centres on Glasgow THE Gt AS 


conurbation of population that 
GOW HERALD Is the quality class daily read by business a 


ofessronal people. rae BOLLE EEN 
Scotland's only picture paper, has strong influence on the buving habits of Scottish housewives The bveninc, rians has 
the popular appeal and the largest evening sale im Scotland. EH vou want to make the tof the Scottish market place 
your advertisements in 


MEMBERS 


BUREAT CIRCULATION « 


Buchanan 


london. 
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Whatever your Banking needs may be, The Commercial Bank 
of Scotland is in a position to meet them. The Bank’s services h 


are available at over 300 Branches and Sub-offices in Scotland 


and three offices in London. 


. THE 

i‘ COMMERCIAL BANK | 
OF , 

SCOTLAND LIMITED 


HEAD OFFICE : | 
14 GEORGE STREET - EDINBURGH 
ei: JOINT GENERAL MANAGERS : 
SIR JOHN MAXWELL ERSKINE, C.B.E., D.L. 
p IAN WILSON MACDONALD 


Published by the Proprietors, BUSINESS PUBLIC ATIONS. Ltd. at ther office at 180. Fleet Street. London 
June 18, 1953. Printed in England by Staples Printers Limited at their Gre t at 
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Four separate editions of TIME INTERNATIONAL 
circulate once a week in over 100 countries outside 
the U.S.A., bringing to more than 1,700,000 important 
people the news they need to keep abreast of world 
affairs. 92°., of TIME INTERNATIONAL subscribers 


are in business, government and the professions. Of 


these, a big proportion hold top positions, influencing 
the purchase of goods and services for industry and 
commerce, or the trade policies of governments. In 


Pi 


ATLANTIC PACIFIC 


ADVERTISER'S WEEKLY 


man at the top! 


He's the man 
who means business 
in the world 


Reach him 


in over 100 countries 
through 
TIME International 


every important market TIME INTERNATIONAL 
readers are among those who can do more than any 
others to open the doors to your company or products. 
You can buy advertising space in all four editions — 
TIME Atlantic, TIME Canadian, TIME Pacific and 
TIME Latin American—or in the editions that cover 
the areas in which you are most interested. Fulldetails 
from: The Advertisement Director, Time International, 
Time & Life Building. New Bond Street, London, W1 


TIME 


wi 


CANADIAN. 


LATIN AMERICAN 
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est Net Sale in Kent 
KENTISH TIMES 


SERIES OF 


Eight papers 


circulating 


WIEEKLIES 


in the prosperous 


residential and industrial territory of North West 


Kent 
CHISLEHURST, 


Intensive coverage in BROMLEY, SIDCUP, 
ELTHAM, 


ORPINGTON, 


BEXLEYHEATH, ERITH, WELLING & DARTFORD 


—one unbroken mest | | 


80,471 


NET SALES A.B.C. 
FOR YEAR ENDING 31 DEC 1952 


Head Office : 
Times Buildings 
Sidcup 
Tel. FOOtscray 1155 (4 lines) 


London Office : 
Bank Chambers 
329 High Holborn, W.C.1 
Tel. HOLborn 2730 


SCA REOROU GH 
and 
District Newspapers 
[SCARBOROUGH EVENING NEWS 
{SCARBOROUGH MERCURY 
BRIDLINGTON FREE PRESS 


A.B.C.- 44,616 


Covers agricultural districts and 
holiday cesorts of N.E. Yorks. 


NORMAN SMALE 
92 Fleet St., E.C.4. CENtral 8209 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous 
and prosperous area of South- 

West Middlesex 


NET SALES 


42,150 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone: HOUnslow 0016-78 


London: George Jackson 
Clifford's Inn, E.C.4 HOL sell 


Founder Member London Suburban 
and Home Counties Press Group 


b nOWCARDS 4 


4 C 
NeOSTERS 
1 
ve Vay ~S 


pons le 
SILK SCREEN ARTS U2) 


97 SHIRLEY ROAD CROYDON 
aAdDISCOMBE 


HIGHEST GRADE 
CLEAN © SHARP 
CRAFTSMANSHIP 


“DAY-OLO” a | 


Siar-ea 


Act. 
€USreonw 14/6- 


Largest Circulation 
in rural Essex 


Essex County 


Standard 


series 
COLCHESTER 


45,941 (Sept. ABC) 


June TR. 195 


Schemes for breaking 
a ‘summer slump’ 


TEED there be a “summer 
slump” in advertising? 

This question is posed in the 
June issue of /alking Points, 
which is circulated by the 
} Newspaper Society as an in 
formation bulletin for news 
paper advertisement execu 
tives 

Talking Points contends 
though experience shows 
advertising does fall off 
the summer, there 
number of good 
need not do—par! 
case of local newspapers which 
have national advertising, local 
display and classified to turn to.” 

It cites holidays, June wed 
dings, July sales, house-painting, 
gardening and many other mani 


Even 
that 
during 
seems to be a 
reasons why it 
icularly in the 


WILTON EVAN 


festations of summer, which can 
serve as pegs on which to hang 
more advertisements 

[he weather, recipients are 
told. is worth watching \ hot 
spell comes, and extra advertising 
can be for ices, fruit 
drinks, swimwear, coach tours 
frozen foods, picnic gear, sports 
kit, insecticides refrigerators, 
films, garden furniture, 
and places where ‘it’s cooler 
inside.” ‘The weather will have 
changed long before the pos 
sibilities are exhausted.” 


secured 


cameras, 


Some chestnuts but 
many useful tips 


Of course it might” have 
changed also long before the 
advertisement representatives had 
sent in progress reports on halt 
these prospects! It would be 
churlish, indeed, to belittle this 
service the Newspaper Societys 
offers, even if a few of the ideas 
are “chestnuts.” The bulletin is 
generously sprinkled with 
hints, 

There is no ready-made solution 
which will beat the “summer 
slump.” The best suggestion 
the toughest—Go out and get it! 

Top management must read 
Talking Points It has such 
fusillade of facts and theories that 


. ! 
usctu 


any advertisement department wil! 


be kept on its toes, even if only 
to explain why each particular 
cat won't jump in their own 
particular quarter 
* * * 

BOOK PAGES are becoming 
increasingly popular. Well to the 
fore among the newspapers pub 


lishing such features regularly ts 
the Bolton Eve nine News For 
some time now their reviews have 
been recognised in the trade as 
outstanding and have been the 
subject vl discussion by the 

Publishers’ Publicity Circle 
In addition to its literary merit 
distinction 


this page has 
in’ lay-out Its display adver 
tisements are presented in attrac 


tive stvle 


some 


Food feature with 
a dual purpose 


\ FPRATURE designed to encour 
age restaurants, cafes, supper 
bars and even the vendors of 
fish and chips to advertise, had 
a dual purpose in the Border 
Countics Advertizer It placed 
strong emphasis also on the clean 
food theme 

Supporting editonal was from 
a “Roving Reporter” who re 
counted the complexities of 
feeding Oswestry’s hungry visitors 
on market days. Apparently he 
interviewed a host of people and 
gained very readable 
“quotes” in the main commend 
atorv to local (The 
story would have stronger 
news value had been 
given.) 

A lively composite page would 
have gained maximum effect with 
better headings. The Advertizer's 
choice: 

“PREDING THI 

THOUSAND” 
1 weekly miracle of 
Oswestry catering 
a happy one 

One manageress had told the 
‘Roving Reporter” that many of 
her patrons were Welsh country 
people. And they, | imagine, 
would be the last to see anything 
smart in the headlines 


* * + 


some 


caterers 
had 


names 


FIVE 


was not 


SPIRITED ATIEMPTS are being 
made by some provincial papers 
to retain the extra readership they 
gained during the Coronation 

Among them the Yorkshire 
Post has been singing its own 
praises with some éclat 

New readers were told: 

“People turn to the Yorkshire 

Post when they want something 

more serious than comic strips 

and typographical firework dis- 
plavs. and yet something more 
exciting than columns of solid 
print 

“It seeks to avoid the 
extremes of sensationalism and 
stodginess. If you want to read 

a well-judged account of the 

news. both local and national, 

in a style that is neither gaudy 
nor frigid, you will enjoy the 

Yorkshire Post 

A little grandiloquent? Not on 
vour life! Such copy must be 
read in its full context And. 
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Local paper 
This poetic description of 
the local paper appears in the 
summer number of “The 
Countryman”: 
What astounding folk 
displayed! 
Thrills and crime of every 
grade: 
“Bicycling without a lamp”, 
“Boy discovers priceless 
stamp”, 
“Neighbours quarrel over 
wall”, 
“Grocer suffers serious fall”, 
Shock on shock and shame 
on shame — 
Knowing everybody's name! $ 


remember, its 
timed superbly 

Those at whom tt was 
had just had a tat taste 
Yorkshire Post It was a subtle 
move to tell them, so adroitly 
what intelligent folk they really 
were 


appearance was 
aimed 
of the 


* * * 
SELECTED popular 
printed for 


songs were 
free distribution as a 
Coronation souvenir by the 
Birmingham Evening Despatch 
One sheet for children contained 
special drawings of “Chipper” a 
cartoon appearing regularly in 
that paper. The other sheet, for 
adults, was printed in two colours 
and contained some twenty popu 
lar songs 

Nearly 


issued 


250,000 sheets were 
tree to Coronation street 
group parties and hospitals, and 
will be in use for some months 

The Birmingham Gazette and 
Lvening Despatch, in association 
with A. ¢ Ltd.. and 
several urranged free 
television shows for 
elderly people und residents of 
Redditch and West Bromwich 

Ihese two papers, and the 
Sunday Mercury, provided 30 
selected newsagents with window 
displays consisting of frames on 
which photographs featuring the 
life of the Royal Family were 
mounted In addition, several 
prominent stores in Birmingham 
and surrounding towns, several 
cinemas, branch offices, and a 
20 ft. display cabinet on New 
Street Station staged similar dis 
plays 

After the Coronation, displays 
were changed to photographs of 
Coronation events 


Market (1) 


PROUD POSSESSOR of a unique 
title, the Kidderminster Shuttle 
has a corresponding distinctive 
flavour for local readers Its 
idvertising support ts strong-—but 
it is cultivated assiduously An 
example ts offered by their 
‘Meet Your Friends of the 
Market” feature. No fewer than 
20 displays were introduced by 
this modest little write-up 

“Back in 1135, when Kidder 
minster Market first came into 
being, we are told that the prices 
were ‘fair and reasonable.” This 
still applies to-day, and gathered 
under one roof one finds al! 


Cossor 
retailers, 
Coronation 


} ’ 
Od 


idise, offered 

traders, many of 
to claim up to 
it market trading 


nerch 
ces, DV 
proud 
ations 
minst 
winter as in. summer, in 
or sunshine, these kindly 
» serve you. They 
ple too, who are 
ome you on your 
wery Word and a 
quoted fully for 
rings true. 
otten supporting 
much longer, and 
“literary.” And, alas, 
tween the footstools of 
ss and futility 


Market (2) 


IN KIDDERMINSTER, | suggest, 
cuptured the spirit of their 
market Never having shopped 
Ridley Road, I cannot say 
ther the Stroke Newington and 
hnevy Observer were equally 
. Here, however, 1s 

eflort 
Ridley Road —the 
onjures up in the 
lure 


very naric 

mind's eye a 

of all that is a London 
market, the rushing and bustling 
crowds, the thundering cries of 
the merchants, the smell of 
their wares and the’ exciting 
atmosphere in which you 
always feel you ll find a bar- 
gain that's Ridley Road, one 
of the most famous of the 
world’s markets visited by 
people from far and wide 
people who know that there 
they will always find — the 
civility, service, quality and 
value on which its reputation 
was founded. You, too, should 
visit’ the market—youll cer 
tainly want to return. 

One good point about the 
Observer's composite page—the 
write-up Was surmounted by a 
good picture of the Ridley Road 
market. The camera man actually 
caught the bustle 

How many other local papers 
have tackled their street traders 
for advertisements? 

The Observer, incidentally, was 
one of the relatively few weckly 
Papers which scored with colour 
printing of Coronation 
They ran a glossy paper 
which took red and blue 
effectively. 

* * - 

Tut TECHNICAL problems of 
Coronation tssues are still being 
keenly discussed in the provinces. 

\ popular device was that used 
by the Hertfordshire Mercury in 
running an extra outer cover; the 
Grimsby News-Pictorial even had 
a double jacket ‘Coronation 
Cavalcade” in pictures High 
among printing achievements 
must rank the “Golden Edition” 
of the Peterborough Citizen and 
{dvertiser (well worth the 2s. 6d 
charged) and the six-page sup 
plement in red and blue published 
hy the Isle of Man Weekly Times 
which included no fewer than 40 
pictures 

The entire 
Surrey 


issues 
cover, 
most 


front page of the 
Advertiser was used for 
a picture of the actual crowning 
ceremony 


ADVERTISER'S WEEKLY 


See 


For less than 32d. per inch | 
per 1,000 copies sold 
The 
MAalsall Observer 


provides a perfect medium for 


TEST CAMPAIGNS 


with “‘ Saturation ’’ Coverage of the compact 
Walsall Area, high readership response, 
and along “‘life’’ in the home. 


TOTAL NETT SALES (Jan.-June, 1952) 


43,495 aso 


Full details of rates and special positions available from 
8S. F. RICHARDS P MOON, 
Advertisement Manager, 134, Fleet Street 
Observer Buildings, London 
Walsall 2137 Central 3013 


THE 


WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
NET SALES 50, 134 weekty (Asc, 


London Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (céNtrai2626) 


CANNOCK — 
ADVERTISER 


Covers, the oot 
CANNOC? CHASE ; PULATION 
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ADVERTISER'S WEEKLY 


New Scottish 
picture weekly 


A new weekly newspaper circulat- 
ing in Edinburgh and the Lothians, 
the Edinburgh Pictorial, to be 
published to-morrow (briday) 

It will be folio-sized with twelve 
pages, six columns to the page, and 
a type area of 1S in. by Tlf in. The 
advertisement rate is £50 per page. 

Publishers are The Edinburgh 
Pictorial Ltd. London representative 
is J. A. Mactavish, of 131 Fleet 
Strect. John Ogilvie Litd., of Alloa, 
will be the printers 

* ¥ ¥ 

The first perpetual challenge cup 
(with replica) for clocution and pub- 
he speaking for Trish entrants has 
been presented by the proprietors 
of the Munster Express, Waterford 

¥ * 

The Yorkshire Post) and The 
Yorkshire Evening Post have pub 
lished a 48-page pictorial souvenir 
of the Coronation with a two-colour 
cover, 

Ls id % 

John Bull this week carries a 
double page spread booked by 
eleven national advertisers spot- 
lighting relevant gifts for “Father's 
Day” (une 20). 

* * ’ 

Tuesday's Financial Times car 
ned a four-page office equipment 
supplement to coincide with the 
opening of the British Ethcrency 
Exhibition, with which most of the 
advertisements in it were “tied up.” 


Look — Lively - with 


4 
rf 


| H 
| 3 D — Models! 


Pytram are renowned for 


these amazingly life-like three- 


dimensional models. 


in rubber and perfect in every 
detail, they provide the kind of 


attraction’that puts the sale into 


point-of-sale. 


Moulded 


A new Belfast News-Letter 
calendar in an ivory-coloured plastic 
frame shows the date, day, and 
month under a_ picture of the 
Northern Ireland Parliament Build- 
ings. 

* td ’ 

Format of Nimbus, the new 
quarterly literary magazine, has been 
changed The June issue has 76 
quarto-size pages, illustrations for 
the first time and a glossy white art 


paper cover. The price has been 
increased to 2s. 6d. 
sg s 4s 


The June issue of American and 
Commonwealth Visitor includes a 
supplement on Northern Ireland and 
Nottingham. 


Selling afloat 


The Times was available on board 
all ships at anchorage in the Solent 
on Monday and Tuesday morning 
for the Spithead Review. A fleet of 
motor-boats was chartered to carry 
supplies. The Times pennants flew 
from each boat so that they were 
casily recognised and hailed. 

¥ + * 

A new bi-monthly The Collector 
aims to help collectors of all forms 
of works of art. Size 6 in. by 9 in., 
the first (July-August) issue con- 
tains 28 pages of art paper in a 
purple cover. There are advertise- 
ments from national advertisers as 
well as art firms, Horace Marshall & 
Son Ltd. distribute to the trade. 
lr. Crombie is advertisement direc- 


tor. Price 2s 


~ DRINCE-CHARLIC 


for ‘live’ publicity 


PYTRAM LIMITED, DUNBAR ROAD, NEW MALDEN, SURREY 
Telephone ; MALDEN 3225/7 


The ‘Electrical Review” stand at the 
British Electrical Power Convention 
at lurquay. 


¥ ‘ ¥ 

Newsweek U.S. cdition has an- 
nounced an increased guarantee cir- 
culation of 900,000 (12-5 per cent 
up) with effect from next January 
4 Rates will be increased by 7-3 
per cent; thus the rate per thousand 
will be down 


* , * 
Net sale of the Daily Express in 
May was 4,101 copics a day, 


an increase over the April figure of 
13,379 copics daily 
* ‘ 4 

The twelve monthly A.B.C. aver- 
age sale figure up to March 1953 for 
the Kilkenny People is &,654 

* sl ” 

A new promotion folder for the 
Society of British Aircraft Con- 
structors Show Number of Aero- 
nautics claims that many additional 
copies of this issue, available at the 
Show in September, will be taken 
back by visitors to their offices in 
all parts of the world. 


Two million plus 


A new Woman's Own promotion 
piece gives as one of the reasons 
why this magazine is “gaining 
ground with all advertisers to 
women” the fact that the sales are 
now over two million weekly. 

* ¥ 

P.S.V. Duty Diary and P.S.V. 
Law, issued under the Passenger 
Traasport Staff Welfare Section, will 
from July 1 carry a small amount 
of advertising 

* * * 

The annual special issue of the 
Timber Trades Journal, which ap 
peared regularly unul 1941, has been 
revived this year to commemorate 
the Coronation. It has 324 pages 
with many advertisements in two 
colours. 

* * 

A new promotion piece informs 
advertisers that the July number of 
Aeronautics wil! be a special issue 
to coimeide with the International 
Acronautical Exhibition at Paris. 

. * 

Two new titles in the Good 
Housekeeping scrics of pictorial 
cookery books are Cake Decorating 
and Home Preserving. 

* < ’ 

The June issue of Family Doctor 
has a full cover colour with a picture 
of the Queen who is Patron of the 
British Medical Association. 

* * 

The July issue of the Journal of 
The Royal Sanitary Institute wil! be 
a Coronation number and will 
carry colour advertisements for the 
first time. Advertisers were offered 
colour printing at actual cost. 

. * * 

A feature by Christopher May- 
hew, M.P., on sponsored TV in 
The Observer on Sunday quoted an 
article published in ADVERTISER'S 
WEEKLY last year. 


June 18, 1953 


e Hear 


An American perfume manufac- 
turer has sent a plane over Paris to 
drop dry ice containing the oil of a 
new perfume on to the clouds to 
produce scented rain. The object: 
to show American women that the 
perfume can “hold its own in 
Paris.” 

* . * 

As part of the Diamond Jubilee 
programme of S. H. Benson Ltd., 
a cricket match will be played on 
Wednesday, September 2, at Finchley 
between Benson’s and a Dudley 
Turner XI. Ex-Bensonians © still 
actually playing are invited to con- 
tact Dudley Turner if interested in 
consideration for selection. 

od ’ * 

Mrs. S. S. Wheeler, wife of the 
managing director of Theatre Publi- 
city Ltd., won two free air passages 
to any part of Scandinavia in a com- 
petition at the Scandinavian Coro- 
nation Ball at Grosvenor House. 


New Peacock branch 


S. C. Peacock Ltd., of Liverpool 
and London, have opened a branch 
in Birmingham at Ruskin Chambers, 
191 Corporation Street. 

* * 


* 

The London School of Printing 
has arranged two courses of lectures 
on the principles of photo-cngraving 
to be given at Reveille House, Back 
Hill, Clerkenwell Road, E.C.1, 
beginning on October 7, 1953, and 
on every following Wednesday at 
2 p.m. and 6 p.m. 

* * + 

To say “Thank You" to everyone 
who had helped to make the local 
Coronation celebrations a success, 
the Middleton (Lancs) Council Coro- 
nation Committee took two columns 
of advertising space in Saturday's 
issue of the “Middleton Guardian.” 

* * 

Mills & Rockleys Ltd. have 
opened a new branch office at 258 
Feignmouth Road, Torquay. 

* * * 


Coronation Pictures, a 24-page 
booklet published by B.I -R. Publi- 
cations Ltd., which was on the book- 
stalls by the end of Coronation 
week, sold 100,000 copies within five 


days. 
Poster inspection 


There will be periodical review of 
poster sites in Bristol, it was stated 
at a meeting of the planning and 
public works committee. 

* # 

At the annual luncheon of the 
Religious Weekly Press Group to be 
held at the Criterion Restaurant on 
October 16, Sir David Maxwell 
Fyfe, the Home Secretary, will be 
the guest of honour. 

* * 


* 
Wright's Publicity Ltd. organised 
the exhibition put on by the Whole- 
sale Clothing Manufacturers’ Federa- 
tion at the annual conference of the 
National Association of Outfitters at 
Tunbridge Wells, mentioned by our 
contributor “Scrutineer”’ last week. 


Presenting the directors report to 
shareholders, Jack Moffat, chairman 
of the Scottish board of the Co- 
operative Press, complimented local 
societies on their lovalty to the col- 
lective advertising scheme and their 
continued contribution. He spoke 
of the difficulties confronting 
national newspapers, including 
Revnolds News whose circulation, 
he said, was not nearly large enough. 
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APIEPAL MEDIUM 
FOR ADVERTISING 
CAPETAL GOODS 


BRITISH MADE capital goods are flowing strongly 

into the Commonwealth and Empire with no 

sign of abatement in demand, for vast terri 

tories still await full development and_ this 

demand grows on what it feeds. As each 

| new project is completed new opportunitics 
are disclosed and new vistas are revealed. 

| Hydro-electric and thermal power stations are 

being built and planned, making possible the 

new industrial plants which are swinging into 

production. The extension and improvement 

of rail, water and road communications are 

bringing population and development to the 

remote places. Agriculture in backward areas 

is being modernised and mechanised. In fact, 

! the whole of the Commonwealth “ one 

{ quarter of the world” is advancing towards 

a technically modern economy. ‘Those re- 

sponsible for the planning and operation of 

cf these schemes form the core of the readership 

j of New CoMMONWEALTH because it is a journal 

produced with the express purpose of giving 

these administrative executives a topical overall 

survey of activity in Commonwealth Industry, 

Commerce and Agriculture. They read it 


~ 


thoroughly, they study its advertisement pages - 


7 for new methods and cquipment. New N EW COMMONWEALTH 
= a} oe r *< or} ( » ‘Sk TT . , Mf _ 
COMMONWEALTH goes straight onto the desk 33 Tothill Street, Westminster, S.W.1 
of these men ot influence— what better medium 


. : Telepho tchall 9233 
can there be for publicising capital goods ? 7 


Specimen copy and advertisement rates on Aa > ; 1’ 
pecimen cop eS - ; 
application, ‘Sa . = J 
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SUN CAME OUT 
FOR POSTER MEN 


MINHE British Poster Advertising 
Association runs its annual 
conferences on the excellent prin 
ciple that all work and no play 
makes Jack a dull poster man. 

And whatever the members wer 
and did, on this conference and 
they got through a lot of useful work 

they certainly were not dull! 
Moreover, they picked a winner as 
regards time and place Ihe 
weather was brilliant and your 
faithful scribe was not the only one 
to find his way down through the 
lovely grounds of the Palace Hotel 
for a swim or row at Anstey’s Cove 

Golf, cricket and the coach out 
ing in glorious Devon provided other 
attractions with which Blackpool 
will have no easy job to compete at 
next year’s conference! 

I make no apology for dwelling 
on the lighter side of the conference, 
because the reports of the technical 
sessions in this and last week's issue 
of ADVERTISER'S Wrekty make it 
clear that in the conference room 
the mood was extremely practical 
and that the speakers had to cope 
with some very down-to-earth 
questioning, 


* * * 


THe tribute paid by Ald. S. 
Brown, the new president, to Patrick 
O'Connell (executive director, Mills 
& Rockleys) and the technical com- 
mittee of which he is chaiman, got 
the hearty applause it deserved. Mr 
O'Connell has for years been the 
chief brain behind these sessions 

which are, of course, the most im 
portant feature of the conference 


The names of the committce also 
merit recording; they are Rev 
Ellery (hon. secretary), L. W. Brown 
and P. Kelly (representing th 
South), J. Naake and F. Wiles 
(Midlands), H. Ogden and W. 
Bleakley (Lancashire), N. Brook and 
F. McArdle (Yorkshire), E. Lewis 
and A. Richards (Wales), and John 
W. Mills (representing the B.P.A.A 
council). 


Eric Miles (Miles & Sons) and John 
Indrews (Walter Hill & Co., Ltd.) 
at’ the’ British Poster 

Conference, Torquay 


Midvertising 


Fromthe sidelines 
A MONG the guests I met at the 


sessions or social functions were a 
number of people able to take a 
benevolent and knowledgeabk 


Learn more about 


Type Mixtures 


FROM VINCENT STEER’S monumental hook 


PRINTING DESIGN AND LAYOUT 


HIS BOOK tells you all you want to know about layout, typo- 
j poeray process work, paper, colour and the various forms 
of press and direct-by-mail advertising. The chapters on Drama- | 
tising the Advertiser's Message, the Principles of Type Selection, 
and the Romance of Type Design will give you the essential back - 
ground you need to gain mastery over type. Sir Francis Meynell 
says “T have read many books on the subject and once even wrote 


one myself. 
seems miles the best.’ 


I make no exception when T say that Mr. Steer’s 


| 


HERE ARE SOME OF THE SUBJECTS COVERED IN THE I7 CHAPTERS | 


TRAINING THE MIND TO VISUALISE 
CALLIGRAPHY TYPE DESIGN LETTERING FOR LAYOUT 


USE OF PRINTER'S RULES 1YPt 


PAPER BOOK TYPOGRAPHY 
SELECTION CHART 
OF S00 TYPEEACES 


LIMELIGHT OF THE LAYOUT 
ORNAMENT 


CALCULATIONS PINE TYPOGRAPHY 
DRAMATISING THE ADVERTISER'S MESSAGE 


CHOOSING THE RIGHT 


COMMERCIAL TYPOGRAPHY ryPt 
48 COPY FITTING CHARTS 


INTERNATIONAL PARADI 


—----~~--~-FREE EXAMINATION OFFER- - - - - ~~ - - - 


To VIRTUE & CO., LTD... AW Dept. 53 Upper Parliament Street, NOTTINGHAM, 


Please send me PRINTING DESIGN AND 


it in one week or send you 10 Joparsit 
(Cash Price 47/6) 

Name 

Address 


Occupation 


LAYOUT, in 1 volume. To will return 


and 4 further monthly payments of 10 - 


inter with ing directly en- 
gaged in the | industry They 


ncluded R. 1 Hall and C. E. 
Holden, prosid nd past president 


respectively r Sign 
Maker N Qn G. R. 
Pope (lu / } ind & §S, 
Wheeler, wh 1 look back on 
his railw | pul ty days 
from his p ! olgn Of Vantage 
(if that is the phrase') of pub- 
licity films. J port, however, was 
not unrep d for George 
Dodson-Wells, Mr. Wheeler's suc- 
cessor as B Iransport Com- 
mission's con cial advertisement 
officer was p if 

From "down under" 
A VERY we! guest was Fred 
Eider, vick president of the Outdoor 
Advertising A on ot Au tha 
who rephed ! toast of th 
visitors at the dinner Mr. Elder 
s making ; ‘ igh inspection of 
the poster industry in this country 
ind on the ¢ nt before yvoing 
to the U.S. in O ober. 

He told n iit When he came 
here three y ago our industry 
looked well on the way to dying 
through = restric is and controls, 
He finds things very much healthier 
now. The only advantage which he 

nclined to cliim for Australian 
posters is that ‘ are less cr ywwded 

* * * 
Au for colour in this drab world, 
I was glad to see someone wearing 
the kilt (lb ve, incidentally 
that one wears he kilt’ and not 
“a kilt"? Scot please forgive me 
if | am wrong!) He was J. Stake 
(of General Billposting, Edinburgh) 
ind it was all more noble of 
him in th his father hailed from 
Yorkshire! But his mother belong. d 
to a pt of the Buchanan clan 
Hence the Ang t Buchanan tartan 
tO -pronmuc Which the real veg 
tuble dyes wer used Mr. Stake 
» Ah exponent of Scottish country 
dancing 

* * * 


i. 
EC VERYONE was glad to sce that 
remarkab] lady Miss May Kirby, 


cashier of the British and London 
Poster Asso on Miss” Kirby 
hi no | han S$ years of service 
to her d ind though sh 
retiring in) Augu he proposes to 
ontinu con E » annual confer 
en May they be many! 

* * * 
To Robert Boothby, MLP.. was 
sent a telegram of congratulations 
on oh knighthood Amone Sir 
Robert's many activilics IS a 


directorship of David Allen’s 


Happy with horses 
QUTSIDE business Harry Beale 


director of Half-Ton Pnyraving 


to. t48.. 3 nedon Road, spends 
his happiest hou with horses 
An ‘p h nan, his energies 


as Master of the Hors h 
something irk 38 hors 


of every 


will has 


scS and pomes 
ze, colour and tempera 
ment under his charge. His own 
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large cream horse “Paddy 
Bourne” will take a leading part 
in the Pageant as it did in the City’s 
Millenary Pageant five vears ago. 

Horses in the Pageant, which have 
been recruited from all over Hert 
fordshire, are being put into “batt 
training for among the exciting 
episodes planned are the sacking of 
the old Roman City of Verulamium 
and the Second Great Battle of St 
Albans while they are also having 
tO practise demure stepping to ac 
commodate th lavish accoutre 
ments, gay saddleclothes, decorated 
bridles and skirt-like trappings worn 
im other scenes. 

Ihe Pageant is being held at 
Verulamium from June 22—27 and 
another problem for Mr. Beale is 
{0 arrange “bed and breakfast” for 
the horses near the site 


Gardening to golf 


IN his somewhat sparse spar 
time Melville Miller, advertisement 
manager of the Trish Times Ltd.. is 
In process of 
switching — his 
interest from 
gardening to 
golf oa hobby 
which he will 
hy sharing 
with most 
other Trish ad- 
verlising men. 

Mr. Miller 
was born in 
Dublin of 
Scots parent- 


age, his an- 
cesiry pro- 
viding the 


excuse for the 
nickname 
“Sandy” which often puzzles his 
acquaintances His advertusing 
career began with McConnell’s Ad 
vertising Service in 1937, but he left 
Dublin in 1939 to join the Royal 
Artillery, and served with the 14th 
Army in the Far East. By the time 
he was demobilised in 1946 he had 
reached the rank of major. After 
returning to McConnell’s for a short 
time he left to work with the traffic 
department of Aer Lingus. 

But he retained a deep interest in 
newspapers and the advertising busi- 
ness, and welcomed an opportunity 
to join the Trish Times organisation 
iS assistant to the manager. J 
Webb. In 1949 he become advertise- 
ment manager, 


Melville Miller 


In foresaking the magazine page 
hobby of gardening for the sports 
page activity of golf Mr. Miller is 
reverting to the sporting interests 
of his younger days when he was 
well-known in Dublin as a. keen 
rugby and tennis player, and a use- 


ful boxer 
Contact 


WEEKS WISECRACK 


“4s you're keen on“ cricket, 
old man, I was [hoping 
youd give me an extra 
cover.” 
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ADVERTISER'S WEEKLY 


The Cheapest Advertising Buy among 
all monthly magazine members of the 
Audit Bureau of Circulations 


408,201 (July—Dec. 1952) A.B.C. 
£200 per page 
9/10d. per page per thousand 
3 in 4 readers are married 
- 82% of married readers have children 
9 readers per copy — 


If your appeal is to women with families, 


True Story 


MAGAZINE 
AND 


rue 
Romances 


offer you the best Advertising Buy in Britain. 


A. H. McISAAC, ADVERTISEMENT DIRECTOR 
ARGUS PRESS LIMITED, 8-10 TEMPLE AVENUE, E.C.4. CENTRAL 3514 


« PET. SP LEE veces. pa 3 7 . 
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Carpet trade plan autumn drive 


The first collective advertising 


the Promotion Council will be taking 


622 
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Bird's testing 
new cereal 
in the West 


Yet another new _ breakfast 
tood is being tested by a leading 


‘ campaign for carpets will be = >pace in at least 50 provincial news cereal manufacturer. Alfred Bird 
; launched in Seotember. It wilh PAVE | are using the South Wales. 
be run by the British Carpets he slogan throughout the cam Somerset and Gloucestershire 
Promotion Council, an organisa- —)''"" py A 7 A .. riage - area to introduce Grape-Nuts 

5 tion sponsored by the Federation. oy gy chccy 14, ican faa Be soe Flakes | 
; of British Carpet Manufacturers “ “O Mainly 13 in. by five column 


and the International Woot 
Secretariat. 

c. J. Lytle (Advertising) Ltd. 
are handling the schenn 

Initially the campaign is being 
run for Carpet Fortnight (Septem 
ber 26 October 10) but a further 
schedule has been planned to main 
tain public interest during the fort 
night prior to and immediately 
following the promotion period 

The press advertising will include 
I] in. triple and 10 in. by four 
column spaces in national daily and 
Sunday newspapers and half-pages 
in colour in weckly magazines 

Sales training courses are to be 
held in cities throughout — the 
country in September. The subjects 
will include the technique 
manship, 

A pack of display material -which 
will include a_ three-dimensional 
showcard —will be sent to every re 
tailer in the country They will 
also receive a book giving full 
details of the campaign together with 
information on a free mat service 
and ideas for window displays. They 
will be urged to support local news- 
papers running = composite pages 
featuring carpets. To encourage this 


of sales 


posters as well as in the press adver 
tising 

A schedule of trade press adver 
using has been arranged to keep 
traders fully informed of promotion 
plans and developments, and trad 
journals are also being invited to 
run promotion supplements. 


Cooker account for 
Dorland 


Revo Electric Co., Ltd., have ap- 
pointed Dorland Advertising Ltd. 
to handle a national campaign to 
introduce a new electric cooker—the 
Revo Monarch. 

It is described as being “years 
ahead in design and features,” with 
eye-level controls and greatly in- 
creased oOven-space. 

The campaign is now being 
planned. 


Chunky brand jams 


St. Martin Preserving Co., Ltd., 
who have been using the brand 
name of Chunky for their marma 
lade for some time, have decided 
to sell their jams under the Chunky 
label. 

Strawberry will be the first to be 


One of the ads. being used to 
launch Grape-Nuts Flakes in South 
Wales, Somerset and Gloucestershire. 


introduced as a Cuunky brand and 
other varieties will follow. Double- 
page and three-page spreads are 
being taken in trade papers by the 
agents C. J. Lytle (Advertising) 
Ltd. Consumer advertising is under 
discussion 


Spithead spread 


Only one advertisement appeared 
on the centre page spread of the 
Daily Sketch on Monday which was 
devoted to the Spithead Review and 
featured a large drawing of the 
fleet. 

Greenlys Ltd. took a 6} in. d.c. 
space for their clients—Goya Ltd. 
(Men's Division). To mark a naval 
occasion the ad, featured Corvette 
shaving preparations. 


spaces are being used in news 
papers covering the test market 
area The copy describes the 
new nroduct as the “New break 
fast flakes with the ‘hot toast’ 
flavour.” An unusual angle is 
that the nrice of the product is 
not mentioned 

The pack has a colour scheme 
of red, yellow and blue on a 
white background. Copy on the 
pack points out that triple wrap- 
ping makes the cereal crisper. 

Young & Rubicam Ltd. are 
handling the campaign 

Other developments in the 
cereal market renorted in recent 
weeks have been: Quaker Oats 
testing Wheat Munchies in South 
Coast towns, the launching of 
Bran Flakes by the Kellogg Co. 
of Great Britain Ltd. and the re- 
packaging of al] their other 
cereals, and the introduction by 
the Shredded Wheat Co. Ltd., of 
Shreddies in London and_ the 
Home Counties 

The amount spent on cereal 
advertising during the past three 
months is believed to be an all 
time record. 


e AT A GLANCE e 
ACCOUNTS MOVING: 


Newbury’s Carpet Service Ltd. to S.C. Peacock Ltd. (Birm 
ingham); Joseph Lingford & Sons Ltd., baking powder and 
food products, to Holman Advertising Ltd. (press and poster 
advertising) 


NEW ACCOUNTS: 


Territorial Army, Army Emergency Reserve, and the Home 
Guard oublicity campaign for |. Bo Browne Ltd.: Casserol 
Stewed Steak, distributed by Hendry Bros. (London) Ltd., for 
Pratt & Co. (Advertising) Ltd. (national daily and Sunday, and 
provincial morning and evening newsnaners): Thomas Locker 
& Co., Ltd.. group of companies making wire products, for 
Crane-Wood Ltd. (Manchester): Trianco automatic and solid 
fuel boilers, for Pictorial Publicity Co., Ltd. (trade press, 
exhibition work and direct mail): Bufferin antacid analgesic, a 
new Bristol-Myers product, for Foote, Cone & Belding Ltd.: 
Revo Monarch electric cooker for Dorland Advertising Ltd. 


NEW CAMPAIGNS: 


Grape-Nuts Flakes (Young & Rubicam Ltd.) press in South 
Wales, Gloucestershire, and Somerset areas: Troian mini-motor 
Audited Sales it. 4.23°32> PER WEEK | (C. R. Casson Ltd.) Daily Mirror, The Star, and Yorkshire and 


Manchester newspapers: Rimmel oatmeal beauty mask (R. S 
LARGEST IN KENT Caplin Ltd.) whole pages in women’s magazines and double- 

| . 

. Associated Kent Newspapers Ltd 


FOUR MORE PAPERS join Associated Kent Newspapers 
from Ist July, bringing even more intensive coverage of this 
sharply defined area of Kent. The wide variety of occupa 
tions in this area have one common characteristic : all enjoy 
a solid prosperity and form a first-class market for consumer 
goods and services of every kind. These nine influential 
newspapers must be part of every hard-selling schedule. And 
acceptance of an order guarantees insertion in a// newspapers 


} CHATHAM STANDARD . KENT HERALD 
= ISLE OF THANET GAZETTE KENTISH GAZETTE 
| NORTH-EAST KENT TIMES. EAST KENT MERCURY 
EAST KENT GAZETTE . HERNE BAY PRESS 
CHATHAM, ROCHESTER & GILLINGHAM NEWS 


; TRADE DISPLAY (ordinary positions) §0/- per s.c. inch 
a Rate Card operative from Ist July. 1953 


Page spreads in trade press: Tilley Owlite, nre-heating powder 
for lamps (F. W. Sears Ltd). national and trade press; 
Pyramid aluminium hollow-ware (Rivley, Preston & Co., Ltd 
(Birmingham) ) national and provincial press; Hexacream baby 
Group Accounts Office cream (Cross-Courtenay Ltd. (Manchester) ) midwifery, nursing 
30 High Street and trade press: Evron blazers and raincoats, made by Ben 
8 Live Williams & Co., Ltd. (Press & General Publicity Ltd.) provincial 
FA FR, W. Player, Ltd and local weekly newsnaners and trade press: Allnite continuous 
burning fire, Associated Builders Merchants (Stuart Advertising 

Agency Ltd.) general interest magazines 


Chatham (Chatham 2213 


ment Representatives 
Fleet Street, E.C.4 (Central 2786 
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ZEST FOR LIFE comes naturally when she has the things she 
needs: smart and fashionable clothes, cosmetics, entertainment, 
Determined always to look her best, she turns to HEIRESS for the 
up-to-the-minute information and sympathetic advice. Her trust 
gives HEIRESS its pulling power in the right places: no wonder 
the wise advertiser who wants to reach the modern young woman 
settles the HEIRESS appropriation first. 


MERE SS 


Advertisement Manager: George H. Phipps 
LUTTERWORTH PERIODICALS LIN! 1D 
4 Bouverie Street, London, E.C.4. Phone: Centr 32-3 
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ADVERTISER'S WEEKLY 


JuNE 18, 1953 


MORE NEWS | CLASSIFIED ADVERTISEMENTS | 


ABOUT PEOPLE 


Greville Poke has 
left ‘Everybody's’ 


Greville Poke has resigned his 
editorship and directorship — of 
Lverybody's “to devote my time to 
the management of my family 


affairs, in particular our wholesale 


newspaper distributing businesses Tn 
the provinces 

Mr. Poke has been associated with 
Everybody's, which h father 
founded, for just on 20 years, and 
editor for over 10 years 

* - 

» A G. Moore, pre sident News- 
paper Society, will receive honorary 
membership of the Press Advertis« 


ment Managers’ Association at the 
Association's meeting to-day (Thurs- 
day). 

* * 


“Daily Mirror’ foundry department 


Jones, stereotyper in the 


retired last week at the 
after 42 years’ service. Cecil H. King 
(centre), chairman, presented Mr 
Jones with a silver-plated tea set 
John Coope (right) deputy chairman, 
is seen congratulating Mr. Jones 


Legal and Gazette 


*‘UNJUSTIFIABLE 
EXPENSES’ 
says Oflicial Receiver 
The Official 


Receiver in the Companies 


Winding-up Department of the Board of 
Trade, Inveresk House, Strand, W ¢ has 
now issued his observations » Id 
torial Consullants bid Registered 
office, St. Stephens Chambers, Telegraph 
Street Moorgate London, £C2 ' 
merly 1 New Bond Street, London, Wt, 
publishers, against which a winding-up 
order was made last year 

The statement of affairs shows a defi 
cieney as regards creditors of £7,168 The 
unsecured liabilities amount to £8,914 
and the awets, after a small preferential 
clam ww deducted, ar estimated at 
11.745 

The (Official Reeeiver states that the 
company which was formed in Apri 
1947, had published brochure magasines 
and advertising material principally under 
contract for manulacturers tle adds that 
the business was conducted nan “ex 
travagantiiy costly basis hay rexard 
to the trade position = reflect m the 
accounts, and he blamed twe the 
directors for not cnsuring the p shon 
of adequate capital 

The Official Receiver alx widers 
that the overhead expenses of | com 
pany, particularily the duect ries 
and cApenses, “were CROESSIN ind 
unjustifiable “* 

CHANGES OF ADDRESS 

M. L. Pepper Publicity Itd., in4 
Station Road, Harrow, Middlesex 

D. H. Brocklesby Ltd. to Bond cet 
House 14 Clifford Street, Lon Wl 

Editorial Services Ltd. to 82 Creat 
Queen Street, Kingsway, W ¢ 


ae of 67 


RATES: APPOINTMENTS ¥ ACANT, 4%. 6d. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 34s. per display panel inch, All other 
classifications, 4s. per line, 45s. per display panel inch. Minimum 3 limes. Box No, 
charge, one line plus 9d. covering postage, etc. Series rates on application: all 
advertisements under seven insertions MUST BE PREPAID Address “Advertiser's 
Weekly,”” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: ‘The engagement of answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless he of she, of the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


WANTED IMMEDIATELY 


3 GOOD LETTERING ARTISTS 
FOR WELL PAID PERMANENT JOBS— 
FIRST CLASS 
ACCOUNTS 


HOLIDAYS WITH PAY 
THIS YEAR 


WE ALSO HAVE VACANCIES FOR GOOD 
General Artists 


Write ‘phone or call 
MR. BANNISTER 
HAWKE STUDIOS LTD. 


22 CHENIES STREET, LONDON, W.C.! 
MUSeum 118! 


A CAPABLE SENIOR COPYWRITER 


DISPLAY SALESMAN with connection 
able to deal with technical subjects to among ational Advertisers is offered 
be presented as press advertisements. remunecrative Poi { Sal Display 
catalogues, ctc is requed by the Box 4804 Ad. Weekly 180 Fieet St EC4 


Advertising Department of an engineer | 
ing group in the North-West this is | 
a g00d opportunity for a man between | 


25 and 45 years of age who can writ 


ASSISTANT 


clear, simple English Previous experi- 
ence essential. Starting salary not less 
than £600 per annum and then accord SALES MANAG ER 
ing to ability S-day working weck 
and pension scheme which the success 
ful applicant will be expected to join 
Write details of career and salary required by pharmaceutical 


expecied 


to . » » t } 
Box 4823 Ad. Weekly 180 Fleet St EC4 | manufacturer marketing both 


and 
vertised pharmaceutical 


ethical nationally ad 


ADVERTISEMENT MANAGER 


required, for a 


pro- 


long-established | ducts. Must be experienced in 


weekly periodical This is a first- | 

class opportunity for the right per- | | print-buying and have some 
son. Write in confidence giving full | ' ' 
particulars of experience State knowledge of sales-control! 


salary and commission 
Box 4882 
Advertiser's Weekly 180 Fleet St EC4 


Avency experience an advan 
Initial £700 
Permanent 


taye salary 


position in Lon 


SOME INTERESTING executive appoin 
ments are soon to be made to the 
Publicity Department of a well-known 


don office of Company, with 
excellent Write 


prospects. 


“te a « acturing «cy pan whose 

pone oe vet gage be ae a stating age, qualifications and 

Essential requirements include: educa- . ee . 

tion to A.A. Diploma standards, som experience to 

practical experience (preterably Agency) 

good appearance and pleasant per Box 4880 

sonality Residence in London, Man Advertiser's Weekly 186 Fleet St EC4 

chester or Leeds area preferred. Write 

in confidence to Box A. 683, Central 

News Ltd., 17 Moorgate, EC 2 WELL-KNOWN AGENCY have vacancy 

Svertisemet nresct or 

GENERAL ARTIST with = managerial a lpg tie tg ean 22s mage yg Me! 

ability to take charge of agency studio, weet gras i ; fers Ba 4 

must be versatile and capable of ee hk co Phe megcorionss < cet y aa 

finished art work to high standard for po a mpenses Sm 

all classes press and printed adver —— —~— ee 7 

Using materials. LETTERING ARTIST Box 4825 Ad. Weekly 180 Fleet St EC4 

top-line experience ADAPTATION ENPERIENCED ADVERTISEMENT 

ARTIST with a knowledge of typo REPRESENTATIVE want for a 

graphy sufficient to accurately “Cast group of specialised periodicals pub 

of’ type in body and display sizes Ished in | Good salary and 

Write prospects Apply 

Box 4878 Ad. Weckly 180 Fleet St BC4 Box 4832 Ad Weekly 180 Fleet St EC4 


MASIUS & FERGUSSON Ltd 
have vacancies for experienced 

the Production 

Apply for an 


stants in 
Department 
appointment to: 
The Production Manager, 
40 Berkeley Square, W.1. 
Telephone: GROsvenor 4774 


ONE SENIOR ARTIST and one Junior 
Artist required for rapidly expanding 
company Apply by letter to Darroch 
Wallace Advertising Ltd., The Albany 
Oid Hall Street. Liverpool, 3, and 
state age, experience, education and 
Salary required. etc 

ASSISTANT ADVERTISEMENT MAN.- 
AGER required for Business (The 
Journal of Management in Industry) 
Must be an experienced space sales- 
man, aged 40-40. Exceptional opening 
for the ight man. Full particulars, in 
Strict confidence. to General Manager, 
Business Publications Ltd., 180, Feet 
Street, E.C 4 

Ik YOU ARE AN AGENCY-TRAINED 
production junior, here is a first-class 

make your career with 

Publishing House in 
ts expanding Sales Promotion Depart- 
ment This ss a position for a keen 
young man who secks advancement 
and permanency, and is prepared to 
work hard to succeed. Give full par- 
ticulars to 
Box 4809 Ad. Weckly 180 Fieet St EC4 

WELL KNOWN tcchnical publisher re- 
quires young man, about 23, in busy 
advertising department Some experi- 
ence of copywriting and layout but 
desire to learn and ability to work 
more important Full 


details to 
Box 4829 Ad. Weckly 180 Fleet St EC4 


MERCHANDISING 
MANAGER 


With the ever-increasing importance 
of merchandising as an agency 
function, we a medium-sized 
and progressive agency require 
a thorough'y expericnced man to 
act in this capacity. The successful 
applicant will probably have had 
many years agency cxpericnce in 
campaign planning, plus wide prac- 
tical knowledge of distribution, 
particularly to the chemist, He will, 
through the agency advise the 
chemt on point-of-sal consumer 
and retailer reactions research, 
etc., he will suggest ideas for new 
merchandising promotions he 
will feed information to 
copy team and sit in on 
discussions Only first-<lass 
capable of holding down a 
oft his nature, should 
stating age, past record, etc to 


also 


Box 4778 
Advertiser's Weekly 180 Fleet St EC4 


COMMERCIAL ARTISTE required for 
Advertising Department Applications 
are inviied from men with proved 
ability to design showcards, posters, 
advertisements. ‘-day week Accom 
modation available in Company's 
Hot Contributory pension scheme 
Write in confidence stating full par- 
ticulars and salary required to The 
Siaff Manager, British Bata Shoe Com- 
pany Limited, East Tilbury, Essex 

LAYOUT & LETTERING ARTIST with 
advertising expericnece required by 
service Studio of Fleet Street period- 
cal publishing house Write Stating 
anc experience and approximate 
salary required, to 


Box 4850 Ad. Weekly 180 Fleet St EC4 


London Agency has opening 


for an 


ARTIST 
DESIGNER 


who will be mainly employed 
on packaging Must be fully 
experienced and capable of pro- 
fucing some finished artwork 
Write stating qualifications, age 
and salary required to 
Box 4910 


Advertiser's Weekly 180 Fieet 81 EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ASSISTANT ADV 
GER required | 


ERTISING MANA- 
Firm in the Mid 


ore : 
ckmaking 


supplied, wri vot ‘second. LEADING CHEMICAL MANUFACTURERS ; 
Write stating age ce, salar IN EAST ANGLIA 


fate 


qu , ar anlics ivailable to 
Box 4872 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


‘CLASSIFIED ADVERTISEMENTS 


Printers and Packaging Manufacturers 


ARTIST, age about 22, for West London 
APPOINTMENTS VACANT Puntefs and) Pachasing Manatagtacn, 


art work. Good at lettering and preter- 
ably with knowledge of typography 
S~day week State salary expected 
Box 4826 Ad. Weekly 180 Fleet St bOC4 
APERIENCED SALESMEN for selling 
sdvertising gifts to Advertisers, London 
and principal towns Men with ex- 
perience in «advertising particularly 
suitable. Write full details 

Box 4869 Ad. Weckly 180 Fleet St BC4 


nvit ; t po , oint ts t} INCED  VISUALISER AND 

MIDLAND MANUFACTURERS — ay ¢ applications for the following appointment 1. STOUT ARTIST requiced by Pro 

esMablishing a smal Advertising De a s Promotion Department. gressive studio. Write giving full de 

partment and invite applications from tails and salary to 

tf ggg ggg nape Bong Ret. No. 812. PUBLIC RELATIONS OFFICER, male o Hox 4°44 Ad. Weekly 180 Fleet St BC4 

press 4yoruts copy cata gucs etc > . 7) Be [a9 was 

U nique portunity for those seeking female, ave 30 40 Previous ¢ Apericng essen CENCE AS chase aunmeas se 

a position ntually as advertising tial, preferably in agriculture (not imperative) Publicity Superintendent Must be 

manager Write stating age experi- 


re mC n : ration 
ence and suggested commencing salary Attractive salary according to experience pe pr mn Pn gy Publicity De 
- . . s vo thon 
Box 4879 Ad. Weekly 180 Fleet St BC4 Ret. No. 818. SENIOR ASSISTANT TO ADVERTISING , oe ae er ae 
MANAGER, male, age about 35, preferab! type of applicant 
tle a“ 2 , of fi % ! ;' : r Box 4886 Ad. Weekly 180 Fleet St BC4 
A r k | singic I i a ‘ 1v« vea 4 p = “ CLERK (Young —_ 17-20) required 
o expericnee mM advertising essentia il. in Advertising Agcots coounts - 
we nown £800/£1,000 per annum according to experienc partment. Good at fgures. Kaowledee 
ee of Blockmakers yoy ~~ a 
, r ase { < u 
London Advertising Ref. No. 813. VISUALISER/ LAYOUT MAN, age up to 45 cee See 134 esd Walker. 
A h able to prepare slick roughs and simple tina! Salisbury Square House, E.C 4 
y , i ne ADVERTISEMENT REPRESENTATIVE. 
gency has a vacancy art work. Knowledge of printing processes DVERTISEMENT REPRESENTATIVE. 
* fo an essential. Salary £750 per annum or higher sumer Magezine la entertainment field. 
ing ric Must have gx contacts 
, according to experience Box 4875 Ad. Weekly 1X0 Fleet St BC4 
ACCOUNT Additional benefits to successful candidates include Pension 
Scheme, Staff Canteen, etc u 
EXECUTIVE Applications (which must bear the appropriate Referenc PR ° D cTi D N 
| Number) should be addressed to 
| MAN 
! ‘ 
He should be young enough | | Box 4911 pe sae yee 4 m ood 
, vertising Agency whic as 
. to grow with a growing organi- | | Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


sation, and old enough to have 


a reputation for high standard 
work. The position is a respon- 
sible one, and experience of 
export advertising would be 
advantageous. 

Box 4819 
Advertiser's Weekly 180 Fleet St EC4 


Our own staff are aware of this 
advertisement 


had experience of handling both ALL-ROUNDER wanted by long estab PRODUCTION MANAGER required 
| lished. tast growing Agency in heart o Th Vacancy itat ts Produc 
technical and consumer accounts. West End. As Production Manager he tion Man, experienced ! aspects of 
| must undersiand process and be able production work part ily printers 
, | to ord and handle blocks and print layouts) Phone TEMp Bar $321/2 
If he has worked on ‘the It s versatile and attractive as well 
as efficent and methodical he will find 
other side’, so much the better, himse'f doing contact work as well 
| Creative faculties too will not be over FIRST - CLASS 
ooked or unrewarded This is a key 
but he must have had agency permancney for a man who can grow 


Salary will be according to | interview phone GERrard 1946 and ask 


| Fins) CLASS LETTE | RETOUCHING 
qualifications prospects, for | | FIRS! CLASS LETTERING ARTISTS | 
‘ . } required by leading studio in West | 
right man, are unusually good. | End of London. Phone for appointment | 


with Art Director GERrard 8286 
YOUNG LAYOUT/VISU ALISER re- 


quired by small agency progressing 


Write in the first place, giving 


rapidly Excelicnt opportunity for the i 
full details of experience to: raht man to eventually take respon- Leading London 
sibl position Some experien of F 
production an advantage. Write giving | Studio requires 
details of experience and salary 
Box 4919 required | ; 
| Box 4870 Ad. Weekly 180 Fleet St BC4 | the services of 
Advertiser's Weekly 180 Fleet St EC4 
P _| Free Lance Retouchers 
ressed Steel | 
REPRESENTATIVE REQUIRED by for to rade work. 
wciresubitacd asd progrenive Proce Company P& 
House near London Appheant must 
lave good contacts for publicatio 
‘ oe Sa | Limited Telephone 
Box 4871 Ad) Weckly 180 Fleet St EC4 | Require a competent | . 2577 
| ayou 
ARTIST Man and Visualiser in their PRIMROSE 
sequired for hi tar facteaitoail Refrigeration Advertising | = 
work. previous agency capericncl Department at Cowley, Ox- | FIRST-CLASS LAYOUT AKIIST re 
essential ford. The position calls for , Se seen aan. 
alo VISUALISER ideas, initiative, and the Dh not send samph rstance 
° experenced in handling machine ability to produce compel- ~ + age in . YM 4 “s - 
! idvertisements, ct ling sales literature and x ¢ ltd, 674 M treet, Man 
pply 4 writing with es 7 > 
— gf jon por pane Bad | semi-technical publications, oa ; 
tion required for which typographical ee See om 
quire vy Sout ne am ‘ y 
A. ANDERSON knowledge is essential. In- t deal with « lence a s. | 
Industrial Advertising terviews can 3 ind ==s organi t { | 
St. Mary's House, Quarry Street can be arranged in Perma : { ted | 
Guildford London. Write in the first a Te ; - 
instance to Box 4874 Ad Weekly 180 1 144 
ADVERTISING. Book-kceper prefer — ‘ ot VAN 
ab i see exnericaee “al” taal F. R. Best, Advertising Se, eee ee ce 
aon required as direct assistant to Manager men ‘ mncrt r P 
production manager by ld Stab G ir Ve v 1] 1 
ished publish and advertising con Refrigeration Division aieatet { = A 
tractors Good pr ects for advance akan j : 
ogg ng neg i yp ee Pressed Steel Company Ltd a 
perience, age alary required, to COWLEY - OXFORD full part ary ¢ 
Box 4573 Ad. Weckly 150 S: £04 Box 4599 Ad. V 


es 


one your Classifieds to CH 


A 814 (Ex 25) 


| at our rate and prove a good mixer APPLICATIONS ARE INVITED for the 
training. | with a small and cheerful team of FREE LANCE position of Sales Representative work- 
Dire . Artists and Clerks. For early 


ing Ww Ardlvestising§ Agencies. Only 
persons fully experienced in handling 
Advertising Agency bus:ness and having 
connections should apply Address re- 
plics, marked Confidential, to Sales 
Director, St. Clements Press Ltd., §, 
Portugal Street, London, W.C.2 


ARTISTS PRODUCTION. We require an additional 


Production man with agency experience 
to handle a group of accounts, Weite 
full particulars or phone for appoint- 
ment to Crane Publicity Lid, ‘4/9, 
Qua'ity Court, Chancery Lane, London, 
W.C2. Tel. CHAncery $287 
ADVERTISING ASSISTANT (young 
woman, aged 17/20) required for in 
teresting work in Advertisement Dept 
of well-known magazine Must be 
able to type; knowledge of shorthand 
an advantage. S-day week. Commen 
ing salary £‘ Particulars of experi 
ence, ag 


ec, clk. Ww 
Box 4902 Ad. Weekly 180 Fleet St BC4 


ROLES & PARKER LTD. 


havea vacancy for an experienced 
GENERAL ARTIST 


He must be versatile, capable and 
prepared to work as one of a 
team in the busy studio of this 
rapidly growing Advertising 
Agency. 5-day week and super- 
annuation scheme. Applications 
should state age, experience and 
salary required. 


Rapier House 
65 Turnmill St., E.C.1 


DISPLAY DESIGNERS, Multiple Show 
card and Cut-Outs, require Representa 
tive Practical experience this type 
selling essential First 
4nd unusual opportunity 
Box 4876 Ad. Weekly 180 Fleet St BC4 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ASSISTANT Ct M-SECRETARY & 
in fash 


ton ‘ 
Street, | 
CoD 


Ww I 

KETOUCTHIE ot 
Machine and genera 
Hox 490% Ad) Weck 

BOOK KEEPER AND 
OFFICE CLERK » 


1he4 
GEmenas 


SHORTHAND 
medium-sized 
tunity ad 
ind executiy dut ' 

Director, MAYfa in4 

ITADING FIRM OF age 
CONTRACTORS i requ 

aner-Draughtsman Reply wis 
iculars 
Ad 

Bla 

lette 


ivvisi 
modern 


lo ince in 


p 


thon 


to 
Weekly 140 Fk 
ind W 
ng and 4 


AKTISIS. 
(ca alogue) 
Salary 
berth 
Box 485% Ad, Weck 

AKTIST REQUIRED 
undertake the mak 
and possibly to take 
of artiss in the near 
OTHER ARTIST for 
and pleasant condit 
week. Adapt Serv 

1 Terminus 8770 

TYPOGRAPHICAL LAYOUTS. 
man or woman required t 
om in producing type mark 
foundry and newspaper setting 
sense of: desian and thorough 
educ of types essential Writ 
“ phone Crane Publicity Lid 
Quality Court, Chancery Lane, W 
Tk KT 


CHAneery 62 
ACTIVE 1.“ MANAG FR 
! v m ils 


requir month w ith 
exeustiog gross fevenu t 
ment £2100) sccures dire 
com from alary i 
penses, share of profits, should 
11000 pa Must be will ne 


oo In 


alter 


busin 
Box 4904 Ad. Weekly 180 Fleet St EC4 


| 


626 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant: ‘* 


The engagement of 


persons answering these sdvertisements must 


be made through «a Local Office of the Ministry of Labour or a \seduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 


unless 


or 


she, 


or the employment, 


is excepted from the provisions of the 


Notification of Vacancies Order 1952." 


The KINGSWAY PRESS Ltd 


Designers and Printers of Posters and Showcards 
require 


Representatives 


and/or 
for London 


Write in ful 


The Managing Director 
Kingsway House, Kingsway 
LONDON, W.C.2 


Trainees 
and Provinces 


| confidence to 


PIRST CI 


requires 


Telephone 


’ 
buying 


ASS 


wile 


MAY tae 
see ERTISING 
knw 


LETTERING ARTISTS 
2251 

bai gary oot 

dye 


aS assis 


partment 


salary 
Box 4907 


Alter 
Wr 


Ad 


Shor 


rate 


t salting exper 


Weekly 180 Fleet St EC4 


G. S. ROYDS LTD. 


REQUIRE 


PRODUCTION ASSISTANT 


An opportunity for 
a keen young man with 
Agency experience to join 
Royds’ production unit. 


Write to Staff Manager 
at 160 Piccadilly, W.1, 
Outlining experience. 


ADY as ie weage 
required 
a nes 
t Street 
a rERING 


Commercial 


REPRESENTATIVE 
pe on Technical 
‘ te Kit 141 
I ¢ 
ARTISI required by 
A Stud bully experi 
and whit 
du n Excellent 
week Telephone 
appointment 
PRODI Cc 11ON MAN wanted 
accounts and 
Director, State 
ndon Agency 


en 


YOUNG 
lo take charge « 1 
to understud Manag 
salary, exp nee | 
Holidays allow 


1 
Box 4915 Ad Weekly 180 Fleet St EC4 
PUBLICITY DEPARTMENT Eng 


incering ) sation in London 
require Y« Assistant (National 
Service ~ ome r ( assis with 
catabogues and exhibi 
tion prepar English, basic 
snowl iy processes, and 
willingness hard more essen 
tial than wreat experience Some 
engineering background desirable 
Apply with details of age, career to 
date and salary rec juired to Box 1098, 
r & G. 101 St. Martin's Lane, WC 2 


f 
oO 


Experienced 


VISUALISER 


Required by 
medium - sized 
London Agency 

The man we need will be able 


to job from 
to 


have 


see a through 


clients’ rough 


He 
some knowledge of art-buying 


visual and 


final proof should 
Please 

details 
and 


and exhibition design. 


write, giving full of 


experience, age lary 


required to 


Box 4900 
Advertiser's Weekly 189 Fleet St EC4 


INTELLIGENT LAD 
nd Ady rising 
' y anh 
tunity oft 


equired by 


ayout and 
woduetion — 


‘ Box $906 Ad eck 


180 Fleet St EC4 


| 
| 
| 


| 


JUNE 18, 1953 


APPOINTMENTS VACANT 


YOUNG ASSISTANT ‘© Director of 
West End Agency required handl« 
detail in connection with production of 
many accounts Must have some 
Agency experience be keen and 
methodical Really good prospects for 
willing worker Write, stating age 
experience and salary required 
Box 4914 Ad. Weekly 180 Fleet St EC4 


PRODUCTION COPY DETAIL. A 
Junior Miss required by a Fleet Street 
Agency Must have had previous 
experience in a Produciion Department 
and able to copy-type Ordering of 
ylocks an advantage but not essential 
Apply in writing, stating age, experi 
nee and salary required, to 
Box 4827 Ad. Weekly 180 Fleet St BC4 


FIRST CLASS ADVERTISEMENT 
REPRESENTATIVE required for lead- 
ing Management journal Applicants 
should have experience in dealing with 
top level contacts. The position offers 
a real opening for the right type of 
salesman A salary in the four figure 
class will be paid on proof of ability 
Full particulars in strictest confidence 
to General Manager, 180 Fleet Street, 
London, E.C.4. Phone CHAncery 8844 


wo 


OSBORNE - PEACOCK 


require a young 


TYPOGRAPHER| 
LAYOUT MAN 


with agency experience 
in producing intelligent 
adaptations, and neat 


clients’ roughs 


Apply: Art Director 


264 ALBEMARLE STREET wi 


HYDe Park 891! 


GENERAL ARTIST desires change. 10 
years experience, still life, figure. let 
tering Versatile and competent 


Apply 
Box 4884 Ad. Weekly 180 Fleet St EC4 


A SALESMAN REQUIRED for London 
(fice of American Publishers of Trade 
Publications and one for covering 
Furope. French and German essentia) 


Full particulars 
‘Weekly 180 Fleet St EBC4 


Box 4903 Ad 
GILCHRIST STUDIOS LTD 
have vacancies for: 

(1) First-class Line Artists and 
Retouchers interested 
primarily in mechanical 
subjects. 

Colourists prepared to 
adapt themselves to new 
technique. 

Retoucher Improvers with 
necessary aptitude for 
training in specialised 
work in colour. 


Salaries commensurate with ability. 
Bonus and Superannuation Scheme. 
Phone —HOLborn 0481 for appoint- 
ment. Specimens required. 


= a Savers. SPACE SALES- 
. Mobile. State age, experience, 
rr _ renoes 


| Box 4885 Ad. Weckly 180 Fleet St BC4 


| APPOINTMENTS WANTED 


| OUTDOOR ADVERTISING. Young 
man (32) seeks progressive position in 
either agency or oontractors. prefer- 
ably in London or the South. Fully 
experienced in all aspects of trade 
ncluding Town and Country Planning 
\ Box 4898 Ad Weekly 180 Flect St BC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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JUNE 18, 1953 


APPOINTMENTS W 


EXECUTIVE, 
years’ agency and 
perience, secks position as 
Account Executive or Assistant 
ting Manager where business ac 
industry and capacity to cope 
detail will be given full scop 

Box 4913 Ad. Weekly 180 Fleet St EC4 


ADVERTISING 
with six 


aged 25, 
chent ex- 
Assistant 
Adver- 
imen, 
with 


AN IDEAL HYBRID. . . 
That's me: able administra.or/ creative 
copywriter; » 29-year old Scottish 
humorist, with all round agency ¢x- 

ence and sound commercial back- 

ound I'm eminently wel! equipped 
be Assistant Advertising Man- 
ager; House Organ Editor; or (who 
knows?) Accoum Executive; to some 
lucky firm 
Drew Graham, 21 Miliot Road, S.E.6 


VISLALISER with 
for the better 
Box 4895 Ad. Weckly 180 Pleet St EC4 

LAYOUT ARTIST 4 years in London 
amaggene Lettering Typography 
I gure wor 
Box 4896 Her Wee 


ideas requires change 


ekiy 180 Fleet St EC4 
TYPOGRAPHER (aze 24) with § years 
experienc seeks position 


Box 4897 Ad Weckly 180 Flect St EC4 


INTERESTED IN) COMMERCIAL 
RADIO DEPARTMENT? 
Experienced Radio 
secks future firm interested in 
commercial audio «6oang «€«TV Fully 
capable { organising department in 

a@ creatuve or ecxeculive capacity 
Box 490! 
Advertiser's Weekly 186 Fleet 8t EC4 


femak 
with 


producer 


ADVERTISING 


secks similar 


MANAGER, 

appointment, or 
Executive Production post with 
reputabl Agency Available at once 
Box 4912 Ad. Weekly 180 Fleet St BC4 

SHORTHAND-LYPISTS. Privacc Secre 
taries, Clerks f you are in 
urgent need of contact Embassy 
Bureau Excel Whitcombe 
Street, W.C.2 $924). We 
Specialise personne! 


exA.L PA 
Account 


(WHltehall 
n efficient 


BUSY? 

Free-lance layout and gencra! artist 
with knowledge of typography could 
assist Advertising Manager on par.- 
time basis 

Can produce 
printing, elk 
tions if requi 


jobs, 
own 


complete 
through 
ed 


blocks, 
connec 


Box 4822 
Advertiser's Weekly 180 Fleet St EC4 


STUDENT. Virile mind, able to visual 
ise; knowledge layout; keen copywriter 
wishes to jon Agency to develop high 
cTeative potential. Salary un mporiant, 
Box 4341 Ad Weekly Is) Fleet St EC4 

YOUNG MAN, aged 30. married, with 
200d publicity experience secks posi 

this sphere, hard work wel 
Pease write Ww 
Ad. Weekly 180 Fleet St EC4 

FULLY QUALIFIED WOMAN 
sional journalist; experienced lecturer 
with fluent French oe and 
Spanish, seeks responsible pos 
Box 4920 Ad. Weekly 180 Fleet ‘Se EC4 


FREE LANCE SERVICES 


ARTWORK REQUIRED. 


ation with official 


profes 


Nationa 
monthly 


trade 
journal 


2 ficcas ona 
humor touch helpful Please send 
not more than four 2 caimens, Quoting 
approximate prices 
Box 4892 Ad. W ckly 180 ble 

PREF - LANCE LETTERING 
GENERAL ARTISTS required 
MUS 7912 for appointment 

STUDIO SPACE 
in Fleet S 
lance Retouching Arti st 
Box 4865 Ad. Weckly 180 Fle 


tS: EC4 
AND 
Phone 


owe us 


reet are 


compressor 


tS: C4 


._ oe EXPERIENCE 
Public.t ind Comm 


D> 


ill 


CLASSIFIED ADVERTISEMENTS 


(a) 30,000 Christmas 
Festive Season. 


Town Hall, Blackpool. 


any tender. 
Town Hall, 


Blackpool. 1/2 June, 1953. 


COUNTY BOROUGH OF BLACKPOOL 


The Corporation invites designs and quotations for 
printing and supplying of the following: 
Invitation Cards 


the 


to advertise the 


(b) 2,000 16-sheet upright Double Crown Posters to advertise 
the Blackpool Summer season. 


Detailed specifications for both (a) and (b) may be obtained on 
application to H. Porter, Director of Attractions and Publicity, 


The Corporation does not bind itself to accept the lowest or 


TREVOR T. JONES, 
Town Clerk, 


= ALL, LONG-ESTABLISHED 
{| ADVERTISING AGENCY 
I! recognition and credit, has 
ACANCIES ON BOARD to 

1 Directors, Continuous 

im ses and profit. Full 
r Stigations welcomed 

i min — accord Letters 
m Prineipais not agents, please; 
“ must know the Advertising and 
personal background ot applicants, 
who should, ideally, be Agency senior 
tx cutives between 35-45 and looking 
4 minimum of £1,500 per year 
nade up in salary and fees. Invest- 
ment of £3,750 buys quarier of issucd 
ire capital 

Box 4891 Ad. Weekly 
MERGER INVITED. 
iblished London 


West- 
with 
wo 
replace 
growth 
protes- 
after 
invited 


180 Fleet St EC4 
Smallish but well 
West End Agency 
with good reputation and attractive 
premises would like to join forces with 
inother similarly situated, or with man 
willing to establish himself on basis of 
btained accounts, recognition and 
good = staff Bona fide eeferences ex- 


changed 
ox 4916 Ad. Weekly 180 Fleet S: EC4 
SPACE TO SPARE, If Northern Agency 
or Printer wants London accommoda- 
tion we can provide it, Bright premises 
a complete services in the heart of 
Maytair 
B 4917 Ad. Weekly 180 Fleet St BC4 
eaves ATION to two Commercial Artists 
king as @ team. Attractive studio 
with all services laid on in exchange for 
c h visuals. Finished work at agreed 
pr $ West End Agency with some 
good accounts guaranteed 
Box 4918 Ad. Weck'y 180 Fleet St BC4 
i a PALACE LONDON, 
N.22. he Trustees invite inquiries 
om responsibie Promotors of Exh: 
mn Shows, Sporting Events, etc, 
ic hire of the newly-renovated 
xhibition Hal Entrance and Corr 
with a combined arca of 48,000 
ft The North London Exhibition 
cently held here for a highly 
ssftul run of 10 days, during which 
100,000 people attended. Licensed 
ng and car parks available. Fur- 
particulars can be obtained and 
premises inspected by arrangement 
the undersigned Frank Gomez, 
ral Manager TUDor 9711 
SILK SCREEN EXPERT wanted to start 
fepartment. Bonus, or partnership in- 
terest for keen man 
Box 4889 Ad Weekly 180 Fleet St EC4 
SMALL FULLY RECOGNISED London 
agency offers partnership to live adver- 
tising man with a view to devclopment 
Box 4890 Ad. Weekly 180 Fleet St EC4 


SMALL gat Satay ART STUDIO busi 
ness r to demise of 
Studio in best 
connections 


. n 
Box 4909 “Ad Week! v 


FOUNDATIONS laid for smal northe n 
agency opportunity now for active 
business-getter to take financial inter 
est as co-director, prepared fog small 
uitial return until joint activities de 
termine ultimate rewards 
Box 4883 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


SMALL OFFICE cose Piccadilly 
fr, SOs. a week. Phone 

for appointment to view 

rt ik FLEET 

ort sharing. inclusive 

! secretarial assistance 


CEN: 2742 


your Classifieds 


180 Fleet St EC4 


Cire us, 
GERrard 6604 


STREET 


‘ ACCOMMODAT 


EXCELLENT 
Artist, Off Strand ow 
dos Studio TEM 2x12 


Rent 


FLERT STREET 
square fe 


t 
SS Flect Stree 


ACCOMMODATION 


suit 
Chan- 


COLLIER & MADGE 
Fleet St. 4 offices xolu 
Fieet St. (near) 2 offices sw 
each STRAND, nica 
Olices modern build 
i270 p.a 


68, Fleet Street, 


is) pa 


each 


F.C .4, 


CEN 7668, 


sive 

pa 
3 
lilt, 


SALES AND WANTS 


STUDIO & ART 
DEPARTMENTS 
Chutst W hits 
(med um Weirh) 
multi-purpos 
for 


Send { 


HARPER & TUNSTALL Ltt 
Leto Works, High Street, 
Edgware, Middlesex. 
Phon EDG: 44 ) 
Manufacturers and Suppii if 
Drawing Office Mat 


samples. of ash th ore 


POSSESS YOUR own TYPE WR 
Royal cemnet 
perial, ec. Standard 
guarantee basy 
tio Metyclea 
Shaftesbury A 
6342/3 


WANTED: §.000. 20,06 
facies in , wv te ( 
sample an 4 ' 

Box 4894 Ad Ww 


FOR SALE 
and Ik 


TTER! 
Im 
full 

from 

Street, 


king 


1 BCs 


WANTED 


PRINTERS COPPER 
PLATES 
Good prices paid 


Box 4877 
Advertiser's Weekly 180 F St 


£c4 


ADVERTISER'S WEEKLY 


PERSONAL 


FORWARDING ADDRESS in 
Street, inclusive all services £50 
annum, CENtral 2742 


Fleet 
Der 


MEET LIKE 2 y at the Writers’ and 
Artists’ Club, 33 Haymarket, S.Wo1 
The only self-governing club for 
Journa ists Authors, Composers, 
Playwriehts, and all other Creative 
Artists Absolutely non-political 
President: L. A. G. Strong; Secretary: 

Pels, “1-10 pa. clephone 

WHI 3646 


Britain, No 
(Estab. 


throughout 
Brilegal 
Bradford 


DEBTS collected 
result no charge. 


1919), 80 Leeds Rd., 


NDERS 


COUNTY BOROUGH OF GREAT 
YARMOUTH 


PRINTING 
TENDER 


Tenders are invited for 
the printing of the Great 
Yarmouth and Gorles- 
ton-on-Sea Official 
Holiday Guide for 1954. 
Closing date 8th July, 
1953. Specification from 
John A. Kinnersley, 
Director of Entertain- 
ments and Publicity, 
4 South Quay, Great 
Yarmouth. 


SUPPLIES 


sketch pads... 


Perspective sketches made 
simple! Each pad contains 
overprinted grids, making 
three dimensional sketching 
swift and simple. Ideal for 
Designers, Artists, Technical 
Illustrators, etc. 


TECHNI-PAD 


for perspectives 


Price 


4 2 per pad, 

No Tax 
TECHNIGRAPHIC (BRISTOL) LIMITED 

Hampton Lane, Bristol. 6. Tel. 36398 


SPECIAL ANNOUNCEMEN 


See June 11 issuc 
TiSER'S WeEPKLY, pages 550-551 
for the Monthly Register of 
Trade and Specialist Publication 
Section. July 9 will be th 
next issue containing th 
Register, 


of Apvyvie 


Ab 


Ss 


See June I] issuc 
TISER'S WEEKLY, 
and 564 
Services 
July 9 


ot 
pages 
the Advert 
and Supplies S« 
will be the 
containing these Services 


for 


to CHA 8814 (Ex 25) 
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ADVERTISER'S WEEKLY a 


Adve. <iser’s 
Weekly Sg 


Post free 
S55/-' (overseas ) 


STOP PRESS 


DIFFICULT YEAR FOR 


‘PICTURE POST’, SAYS 
C CYeS EDWARD HULTON 


Annual report of Hulton Press 
Ltd. states net profit for year ended 
March 31 was £124,152 against 


| £19,340. 
In accompanying statement, 
Edward Hulton, chairman, says high 
cost of production necessary to 
maintain superior quality had meant 


another difficult year for “Picture 
Post” entailing some loss but both 
Coronation issues earned satistac- 
tory profits. 

“Lilliput” had now found a good 


market especially among travelling 
public and results have shown such 
steady improvement that this former 
loss maker has become profit earner. 


FRONT PAGE NEWS 
OT the captains of industry only but all their principal | AFTER 138 YEARS 


; é ; “Cumberland News” has_ intro- 
lieutenants recognize the authority of The Times Review of duced front page news for the first 


; 2 ; as time since it was established in 1815. 
Industry. \t is expert and far-seeing over the whole range of in- Owing to growth of classified ad- 


re ar ; ie ’ fi : vertisements it was found impossible 
dustry’s affairs, and provides an information service of the highest to accommodate them on the front 
7 of the paper. They now occupy the 
practical value. last three pages. The first front 
page news issue had 14 pages with 

The Times Review of Industry is studied by managing directors in © columns of siverticing. 


every branch of industry, by their departmental heads and higher SHOP DISPLAY WITH 
technical staff, and by the body of responsible administrators in 


| POSTER PANELS 
British trade and commerce. 


“Highly adaptable” dealer dis- 
: . play for Hercules cycles was intro- 
Important decis:ons inall that belongs to production and marketing, duced to the press yesterday (Wed- 
7 ’ ‘ . nesday). Designed by Leon Good- 
equipment and method, and in business policy generally, are taken man Displays, its main components 
ahaa ane , are stand bearing word Hercules in 
by those who regularly study The Times Review of Industry. | individual movable letters illumin- 
ated when desired; diamond shape 
eycle-stands with wooden panels 
carrying the firm's trade symbol: 

- wo, 


J 42 . and frames for holding posters of 
Dt PB 4: 5 topical interest such as announce- 

| H E Vee = Rs >A ments of racing achievements. The 

: es = display can be adapted to shops of 

all sizes and all or any part of dis- 


Review of Industry Teese 


L. W. ('Dick”) Desbrow, who 
aes eran eel Wasi al | joined S. T. Garland Advertising 

Service Ltd. as marketing and re- 
THE TIMES LIFE RARY SUPPLEMENT Peery Friday Price 6d. search manager last November, has 
THE TIMES EDUCATIONAL SUPPLEMENT Every Friday Price 4d become a director. 
THE TIMES WEEKLY RESIEW Every Thursday Price 6d 


THE TIMES BRETISH COLONTES BE NTEW Quarterly Price 6d, Auger & Turner Lid. appointed 

‘ agents tor Mi. Weisteld Utd... 

THE TEMES SCHENCH RENTEW Quarterly Price 6d women’s outsize clothing specialists. 

Magazines and periodicals will be 
used. 


LUE TIMES AGRICULEUR! REVIEW Quarterly Price t 


1954 British Food bair to be held 
at Olympia, London, September 
7-18. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fieet Street. London, — C 4 Phone Chancery 8844 ) 
june 18, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, Lor establishment 
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